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interiors. 
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the Deluxe DTL-¢ 
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an 
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value at the low 
Each model 
may be had wich 


or without pw 
Model 
is che Deluxe 204 
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features. 
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There are three 
Wnragertess mod-— 
els in the Ape 
line. The model 
we is the §-16 
Deluxe. w 
blues, rinses, sceril. 
izes, and dries for 
the line. All Apex 
washers are equi 
ped with the exclu- 
sive Apex Doub! 
Dasher — the orig- 


sual spiral agit 

Apex is one of 
earliest pioneers 
ia the riager- 
less Washer 


WITH APPLIANCE FEATURE EACH SEASON THE YEAR| 


APEX ROTAREX CORPORATION Subsidiary of The Apex Electrical Mfg. co. CLEVELANDe OH! 


West of Denver APEX ROTAREX MANUFACTURING CO.- Oakland, California 


The new 1935 line of Apex Electric The Apex lime of electric cleaners The C-75-T Apex Hand Cicaner is 
lrogers consists of fine strikingly consists of four handsome floor one of the most useful cleaners ever 
modern s~in features, styling cleaners and one hand cleancr. built. Ie comes ipped with ex 
and price range, the most complete The B-82 Deluxe cleaner tension tube with swivel ovozzic 
line sold under a single brand name. 


illustrated above, is one of the 
greatest values on the mark 
many exclusive features is. 


radiator tool. Cleans drapes 
upholstery, clothing, etc ith 
extension tube may also be used 


Model shown above is the $02-C 
Deluxe, with thermostatic heat con- 
trol. Apex iroaers have the most 


~ is 
ade 


convenient arrangement of coatro’ nozzle heighe cety Datanced to eliminate 
ever designe d—easy to operate. way handle, and two-speed motor. wrist fatigue. 


Only in the complete = 
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single nationally 
on appliance 
season of the 
a type of cle 


res, Apex 
t appliances 


+ affords, 
. 


In Canada THE ROBERT MITCHELL COMPANY, LTD. « Montrea/, P 
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| Apex widespread ware- 
houses increase turnover — 
9 make it ynnecessory for the 
dealer to carry large stocks. 
Generous margins permit 
in forceful sales promotion 
ironer, oF FE Apex nation-wide service im 
— weenie he meet the needs and fit the sures customer satisfaction 
| budgetof your every prospect if you are seeking line of 
To buyers deman the major electrical appliance’ 
that you can promote profit 
ytmost modern desig™ 
q ; ably each month in the yeo". 
conveniens capacity, and é 
c write immediately to— 
labor-sov! 
= offers the f ~ 
a = that the marke 
of far less beauty and merit. \W 
To buyers of limited means . Ropes) 
Apex offers merchandise at 
the lowest prices consistent Vy 
with substantial quality and 
More than 21/, Million Apex Appliances in Use 
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ising 


LAUNDRIES 


LECTRIC washer sales alone 
k among major appliances are 

making an unfavorable com- 
parison with the corresponding period 
of last year. There must be a great 
deal more than noise in the laundry 
drive. The National Association of 
Laundry Owners and the American 
Laundry Machine Company are do- 
ing an active job of organization, ad- 
vertising and sales training. The re- 
sults can be read in declining sales on 
electric washers. Gas engine washers 
do not have this laundry competition 
and gas engine washer sales are up 
45 per cent. 


The longer washer manufacturers 
put off doing something about this 
situation the harder they are making 
the job when they do tackle it. In the 
meantime, dealers in some cities are 
getting together for cooperative adver- 
tising. The natural leader for a local 
campaign is the power company. 
Local refrigeration bureaus have for 
years demonstrated the value of com- 
munity organization and group action 
and this movement was led by the 
utilities. The power companies could 
and should also take leadership in 
local home laundry promotion. Such 
leadership is in their own legitimate 
interest, which coincides with the legi- 
timate interest of all the other mem- 
bers of the electrical fraternity. 


It is true that the power companies 
are no longer as active in washer mer- 
chandising as they once were. They 
are concentrating to a greater degree 

1 “load building’ equipment. This 
policy has made a problem such as this 
of laundry competition more difficult 
for the trade to meet. It is also ques- 
tionable from the utilities standpoint. 


Bleetrical Merchandls' 
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A study made some years ago, devel- 
oped the fact that the home laundry 
unit—washer and ironer—is the fourth 
major load builder, consuming an av- 
erage of over 200 kw.hrs. per year. 


ICE MAN 
OMPETITIVE advertising of 


the brass knuckle variety is ap- 
pearing also in the refrigeration field. 
From Kansas City comes some exam- 
ples of newspaper advertising by an 
ice association assailing the statements 
of the Electric & Radio Association 
of Kansas City. The Association, in 
a highly dignified piece of refrigera- 
tion copy, states that “one out of 
every two homes in Kansas City now 
has one.” The ice men take nearly a 
page to say that it ain’t so, in the most 
emphatic of terms. The Electrical As- 
sociation is called a plain liar, in no 
polite language. 


In the face of such attacks one 
wonders if electrical men are more 
polite than other people or more pa- 
tient, or just dumb. 


MORE F.H. A. 


VIDENCE accumulates that fin- 

ancing under the National Hous- 
ing Act offers the appliance trade a 
first class opportunity. Furthermore, 
electrical men in some places at 
least are beginning to use this means 
of building larger unit sales on a, to 
them, cash basis. Here is how it is 
working in Los Angeles: 


When this finance plan was first 
announced, in spite of extensive adver- 
tising, a department with several men 
to aid in securing load established by 
the Bureau of Power & Light, and 


“Entered 


Member of 


real interest on the part of depart- 
nent stores and larger dealers, very 
little advantage was taken of the gov- 
ernment loans. There was too much 
red tape. The customer had to go see 
his banker, the FHA official back to 
the dealer, possibly back to the bank 
again... and he just got tired in the 
process. Moreover, the bank was ac- 
customed to take a discouraging atti- 
tude toward loans and found it dif- 
ficult to change. They were apt to 
ask “What do you want this money 
for?” “Don’t you think you could get 
along without it?” Since the first of 
the year, however, the lending of 
money for appliance sales has been 
taken over by the Consumers Credit 
Company, a concern already in the 
business of making loans on automo- 
biles. The dealer is provided with 
forms which the customer fills out in 
his store. This is forwarded by the 
dealer to the CCC, which makes the 
loan from the FHA in its own name, 
and the appliance is delivered the next 
day. In December loans in Los Ang- 
eles amounted to $12,000. Since the 
first of the year with loans handled 
through a finance company, loans in- 
creased steadily to a $125,000 total 
in March, of which from 70 to 80 per 


cent were loans for the purchase of 


electrical appliances. 


NUMBER ONE 
PROBLEM 


HE weak point in the present 
merchandising picture is the 
salesman and particularly the dealers 
salesman.” This statement is from a 
report on conditions after’ a trip of 
some weeks made by a member of 
ELECTRICAL MERCHANDIS- 
ING'S editorial staff. The observer 


Subscription Mexico and Central 


-class matter July 21, 1916, at Post-Office at New Y N. ¥., under the Act 
AB.C. Copyright, 1935 by MeGraw-Hill Publishing Co., Ine., 


Month 


continues: “Salesmen in this business 
are generally hired on a commission 
basis. No salary, no drawing account. 
The dealer frequently provides no 
backing — no advertising, no special 
sales program, no training. ‘Every- 
thing outside this door is your ter- 
ritory, he says. Here is the tele- 
phone book. All too often the result 
is that the salesman, untrained and 
unprovided with ammunition, is un- 
able to make a living. Even the train- 
ed man is worried by the economic 
uncertainty of his position and can- 
not do as good a job as he might. The 
consequence is a high turnover of 
salesmen and a selling job by no 
means what it should be. 


“The answer is not easy. Power 
companies and manufacturers are of- 
fering training courses, but dealers 
and salesmen can’t always be induced 
to take them. Dealers cannot always 
pay drawing accounts. Margins are 
slim. Salesmen are sometimes dishon- 
est. Even the honest ones may draw 
money and make no sales.” It’s the 
problem that has bedevilled this busi- 
ness since the first commission man 
was hired. There is a lot of experience 
with salesmen, much of it successful 
among the readers of this magazine. 
We believe that a forum on the sub- 
ject would develop much that is prac- 
tical and offer our pages to any manu- 
facturer, merchant, sales manager 
who wants to start it. So you are 
hereby invited to cuss and discuss. 


RO 


EDITOR 
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% 
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J ovcll takes pride in the fact that the manufacturers of the following leading makes of electric washers 


have chosen Lovell Pressure Cleansers as standard equipment: 
APEX Voss 


BARTON BOSS GENERAL ELECTRIC HOTPOINT NORGE WESTINGHOUSE 


BEE VAC CONLON HAPPY DAY MEADOWS ONE MINUTE woopDROW 
BLACKSTONE DELITE — HORTON NATIONAL THOR ZENITH 
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BUYA 
LOVELL EQUIPPED 
ELECTRIC WASHER 


SAVES CLOTHES 
SAVES TIME 


@ The Lovell Wringer is a Pressure Cleanser 
not merely because Lovell chooses to 
call it so, but because thousands of users 
have discovered for themselves that a 
Lovell Wringer does more than extract 
water from fabrics. Over a period of years 
Lovell has received many voluntary testi- 
monials similar to the unusual one repro- 
duced above—proving that the extraction 
of soap, loosened particles of dirt and 
lint is unquestionably a part of Lovell 
performance. Users also have discov- 
ered the need for adjustable pressure. 


To these important features Lovell con- 
struction adds the oil-less feature that 
prevents oil and grease from getting on 
clothes—a structural steel frame that elim- 
inates needless weight and contributes 
greatly to the strength of the wringer— 
hand-made, laminated rolls with abrasion- 
resisting treads—unbreakable steel roll 
shafts from which the rubber will never 
come loose—and many added features. 


The uniform high quality of Lovell Wringers 
is assured by the fact that Lovell alone 
builds in its own plants every part that goes 
into the manufacture of the world famous 
Lovell Pressure Cleanser—the only wringer 
that ever has been nationally advertised. 
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{ T ELL, boys, we come again 
' to the good old summer time. 
It is the season of richest 
sales opportunity for most electric ap- 
pliances, but confound it, summer 
slows selling effort and therefore the 
traditional slump fog which there is 
no legitimate excuse. But it has be- 
come the expected thing, and so deal- 
ers go fishing and salesmen play golf, 
just at the time when the need for 
most appliances is greatest and their 
use will be appreciated; just when, 
therefore, we have the biggest oppor- 
tunity to serve, sell and profit, if we 
go about it in the right way. 
After the killing, a jungle tiger 


sod 


No OTHER SEASON offers the 


salesman a greater opportunity 


for SALES and EARNINGS 


Your PROSPECTS are at 


eats his fill and then he crawls away 
contentedly and sleeps. A succulent 
antelope might lick his nose without 
arousing his ambitions. That is just 
the way a lét of appliance salesmen 
react. In the brisk sales spurt of 
spring, they make a killing. Nigger 
rich from unusual earnings, they slow 
up. With enough ahead to see them 
by, they go throughout the summer 
having fun. All about them is a great- 
er opportunity to see more people in 
their homes and a surer chance to 
win sales than at any other season, 
but like the tiger, they want to sleep. 
So a cawing flock of alibis are ad- 
vanced, and by the time the frost is 


on the pumpkin—with deflated pocket- 
books and gnawing hunger, they look 
back to see that they have again let 
the greatest selling season slip by. 
The wonder of it is that this continues 
from yeaf to year, except for a few 
wise merchants and salesmen who 
have learned to make hay while the 
sun shines. 

Let me explode a couple of the 
most-voiced alibis. There is a mistaken 
opinion among dealers and salesmen 
that summer sales really slump. Yet 
an analysis of the monthly sales curve 
of the Electric Refrigeration Bureau 
of Edison Institute indicates that 19 
per cent of the total yearly volume is 
done during July and August, a 
period representing one-sixth of a 
year. Nineteen times six is 114 per 
cent, proving that electric refrigera- 
tion sales during the summer period 
are actually 14 per cent above yearly 
normal. There's nothing in that alibi 
except a trumped up excuse to gain 
the privilige of whipping a dry fly 
near the winter-greened bank of that 
trout-laden pool, or to watch the irid- 


By GERALDE. 


escent sparkle of pebbles in the rapids. 

Sure, there was a summer slump 
period in the old ice box industry. 
And this was picked up by the elec- 
tric refrigeration industry as an un- 
challenged heritage. But an electric 
refrigerator is needed every hour of 
each day of each year; more than ever 
during summer. And the proportion 
of yearly volume has crept up from 
13 per cent to 19 per cent during 
July and August in the past four years. 
Boys, there isn’t any summer slump 
except to the individual dealer and ° 
salesman who lazily prefers to think 
it so! 

But listen to Jim Smith, the prize 
winning salesman, as he stumbles over 
camping equipment he is trying to 
pack into his V-8 with the missus 


‘ | — 
| 
| Illustration by RALPH SULLIVAN 
ky 
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bringing out a lot of useless junk 
and the kids tangling up all his lug- 
gage ropes—“Yep, we're going to hit 
the broad highway and camp out be- 
side those wonderful lakes of North- 
ern Michigan. I've made good money 
selling this spring, and we're going to 
enjoy it. Why, shucks, you can’t sell 
appliances during summer. Everybody 
is going away, just like us.” Oh, yeah! 

A recent survey in 86 cities to find 
what drop-off occurred in the radio 
audience during summer months prov- 
ed that only 67 per cent of families 
owning radios planned to take a sum- 
mer vacation and that 46 per cent 
take it during July and August. The 
length of the average vacation is two 
weeks. So*figure it out for yourself— 
during any week of these two summer 
months, only one family in ten will be 
away from home. Show me any sales- 
man who can cover 90 per cent of his 


spear in any weekly period! 
his vacation alibi is a myth. 

Trading habits undergo _distinet 
change from season t and at 


noticeable than 
in the transi ween spring and 
summer. The meéfehant is due for a 
headache who doesn’t recognize this 


no time is thi 


and alter his selling methods to make 


the most of it. 

It is an established fact that after 
a winter’s hibernation, everyone de- 
sires to get outside. With the first 
balmy days of spring, store traffic in- 
creases remarkably. So, during April 
May and June a greater percentage 
of appliance sales are closed in the 
store than during any other period 
of the year. Experiencing this, the 
merchant comes to rely on store sales 
more than he should. He sets up little 
outward merchandising activity and 
focuses attention upon ‘developing 


more expert store promotional me- 
thods. 

Store traffic declines measurably 
during July and August. The mer- 
chant who doesn’t recognize this, and 
who fails to shift his sales tactics is 
caught with his suspenders down at 
his ankles. All too many merchants 
and salesmen attempt to continue their 
spring sclling methods into the sum- 
mer. 

There comes the good old summer 
time. And its hot, sultry discomforts 
make the average housewife desire to 
stay in the morning-gloried cool of 
her shaded porch rather than to suffer 
the heat-bubbling trip of annoying 
business streets. 

Some statistics before me, which 
measure the trafic flow of 214 ap- 
pliance stores, prove that the average 
drop-off in the store traffic is terrific ; 
over 60 Cent less customers en- 
teringithe front door during July and 
August as compared with April and 
May. It is a known fact that women 
prefer to trade on the shady side of 
the street so this fall-off is even moré 
pronounced with sunny-sided stores. 
One of the first things I would do, 
as a merchant, is to make a store- 
trafic count that would give me a 
reliable estimate of the monthly flux 
each season of the year. It would cer- 
tainly show me to what degree I 
should change my selling attack. 

But the fact that store traffic nose 
dives, does not mean that there is any 
less neighborhood selling opportunity. 
It merely means that women are stay- 
ing at home. Thus, more persuasive 
promotional methods should be em- 
ployed to magnetize prospects into the 
store in spite of sultry discomforts; 
more pressure should be placed on 
neighborhood promotion, based upon 
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the idea of turning ever 
street into a part of €, and 
more direct selling power should be 
applied to turn the average living 
room or front porch into real selling 
space. And until merchant and sales- 
man realize the shift in tactics re- 
quired during summer, both will be 
plagued with a selling slump. It’s all 
a matter of reaching folks where they 
are, rather than where you wish they 
would be. And its a matter of bending 
the_sales presentation to fit their sea- 
Sonal interests, rather than to con- 
tinue to tell the old, old story which 
they should love to hear. 

From the standpoint of the outside 
salesmen, the summer season is spark- 
ling in that it cuts down many of the 
most irritating resistances in reaching, 
interesting and securing the purchas- 
ing agreements of neighborhood fam- 
ilies. Against the negative of finding 
a few families away from home dur- 
ing July and August, there is a parade 
of positives operating to effect greater 
sales accomplishment at lowered sell- 
ing effort and expense, which makes 
July and August appear the most for- 
tunate of selling months. Before me 
is the authentic analysis of the me- 
thods of more than 5,000 appliance 
salesmen which indicates that for 
every 3.7 hours the average salesman 
spends each day in front of the pros- 
pect, he is forced to spend another 
4.2 hours each day in waiting, find- 
ing, reaching or inducing the house- 
wife to listen. His earning power de- 
pends upon increasing the former and 
decreasing the latter number of hours. 


If seasonal influences operate in his 
favor, he should take advantage of 
them. And the summer season is a 
in his favor. Why? 

The average houses te tore 
often found.ather home during sum- 
mer.than at any other time of year. 
Her spring ambition turns to summer 
lassitude in which she refuses invita- 
tions to bridge parties, avoids the fa- 
tigue of shopping, and is content to 
squat on the front porch, or to sit 
and sew with the blinds turned down 
in her living room as the mercury 
dances above 90 degrees. So there she 
is at home, in a greater percentage of 
cases than at any other season. 

There is something about summer 
heat that damages initiative, even in 
the all-important art of homemaking. 
So the average housewife attempts to 
escape as much work as possible, and 
being busy at nothing particularly im- 
portant, yearns for the opportunity to 
talk to someone. Since few acquaint- 
ances are interested in moving about, 
she is often alone. Not enjoying talk- 
ing to herself, she is more receptive 
to pleasant conversation with any sales- 
man who, at the expense of a few 
wilted collars, appears at her door- 
step. By the way, I have never yet 
heard of an appliance salesman who 
died of sun-stroke! 

Before me is a report from over 
3,000 users of electric refrigeration 
who declare that such ownership has 
saved them 10.5 trips per month to 
the store, and that it conserves as 
well, 17.5 homemaking hours each 30 

(Please turn to page 22 
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Th of the FAIRBANKS-MORSE 
tone 
NEW 3rd 

radio 

FLAT DIMENSION TONE 
ition gives depth — richness — 

re tive to radio reception 


Make no commitments until you have seen the new 
Fairbanks-Morse line of radios... wait until you hear 
the most spectacular selling feature in radio history 


In only a few more weeks, your leading newspapers 


will be breaking with the most sensational radio news 
of recent years. Buy nothing until you have all the facts 
on this revolutionary new Fairbanks-Morse radio. In- 
vestigate! Compare! 


If the new Fairbanks-Morse line of radios does not 


offer the most dramatic selling demonstration you have 
ever heard! 


If it does not offer superlative performance with the 
most superbly styled and smartly designed cabinets you 
have ever seen! 


If it does not offer a complete line at prices that as- 
sure you a generous profit! 


Don’t consider it. But don’t decide until you have 
the proposition of an organization which in 105 years 
has never failed to fill every obligation to its customers. 


Wire, phone or write today for full information on 
the Fairbanks-Morse franchise. Address: Fairbanks- 
Morse Home Appliances, Inc., 430 South Green Street, 
Chicago. 


Cable Address: FAIRMORSE, Chicago. 


FAIRBANKS-MORSE 


Auto Radios @ Refrigerators @© Washers @ Ironers 


Copyrighted — Fairbanks-Morse Home Appliances, Inc., Chicago, 1935 
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This paper, whose 
costs are shared, 
is a great help in 
creating Kansas 


City prospects. 


In a class with the man 
who ate the first oyster 
and found it good, 
stands Glenn Carter. He 
is the first electrical 
dealer in Kansas City to 
sell room coolers. 


Some Experiences of Dealers 
in the Dust Storm Country 
By Tom F. Blackburn 
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it's that haze a dust storm creates, hundreds of miles 
away, which makes people air conditioning conscious. 


air conditioning salesman’s bow in the 
Middle West. While the map put out 
by the U.S. Department of Agricul- 
ture only shows where the dust left 
the ground, as a matter of fact, the 
dust itself has been blowing all over 
the Middle West, even as far east as 
Chicago. The sneezing which is pro- 
voked, the ability to write one’s name 
on office desks, the haze that besets 
golfers the minute a breeze springs 
up, all this plays directly into the 
hands of the air conditioning sales- 
man. A public that is worried by 
dust is a natural setup. ; 

Kansas City, Mo., is one town which 
is all set to cash in. It has made air 
conditioning easy to introduce because 
it has brushed the deadwood away 
early in the game. Some 111 jobs were 
sold prior to 1934. Last year saw 149 
customers. What was the reason for 
this progress—organization! When the 
Air Conditioning Council was formed 
more than a year ago all the installa- 
tions were being made by factory 
branches. There was price chiseling 
and more or less chaos. There was 
nothing staple about models or prices. 
Far sighted men saw that promotion 
of air conditioning was a common 
problem, saw that the way must be 


A SUMMER SALES NATURAL 


PPING off the severe heat. 
of the last two years, dust 
has put another string on the 


smoothed for contractors and dealers. 
A pretty squabble as to who should 
do the selling—plumbers, heating con- 
tractors, electrical dealers or engineers 
—was ironed out. Today Kansas City 
manufacturers sell only to contractors 
and dealers. The plumbing and heat- 
ing groups have taken over the job 
of making installations and letting 
electrical dealers and engineers sell. 
It works this way: 

When a dealer gets a job which 
is more than a room cooler proposi- 
tion, he calls in a contractor to make 
the installation. Both or either may 
call on the engineering talent of the 
manufacturers or factory branch. 
Costs of a semi-monthly paper, The 
Air Conditioner, edited by Charles 
Stanbrough, are spread among mem- 
bers of the council. Some 3,000 copies 
a month are sent out to executives 
in Greater Kansas City as an educa- 
tional force. While the Kansas City 
Power & Light Company does not 
sell air conditioning equipment it nev- 
ertheless is supporting the activity and 
Albert A Maillard of this central 
station is president of the Council. 


A Seasonal Product 


“T am frankly afraid of selling air 
conditioning as an antidote for dust,” 


declared Mr. Maillard. “It is likely 
(Please turn to page 32) 
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The New CROSLEY KOLDRINK 


ELECTRIC BOTTLE COOLER 


A necessity for restaurants, drug- 
gists, hotels, roadside stands, sum- 
mer camps, groceries—any retailer 
of bottled beverages. Cuts cost 
of refrigeration as much as one- 
half; increases sales by winning 
popular approval of the drinks. 
Of particular value to the small 
dairyman. What a market! No 
wonder sales are going up and up! 
No wonder dealers are profiting. 


For the wired home, the Crosley Tri-Shelva- 
dor, the Shelvador, the Table Shelvador . . . 3 
types of electric refrigerators for every purse 
and purpose, featuring the sensational Shel- 
vador that means—more room; things twice 
as easy to find; offering a value unheard-of 
in electric refrigeration. 


For unwired homes, summer camps, etc., the 
new Crosley Icyball . . . turns heat into ice 

- gives all the food protection that any re- 
frigerator can give for 2c worth of kerosene 
daily. Also a bottle cooler . . . 


For roadside stands, confectioneries, res- 
taurants, hotels, etc., the Koldrink Electric 
Bottle Cooler. 

Thus does Crosley cover all 3 markets. 
Thus Crosley gives to dealers a 3-fold sales 
lead. The rest is written in sales records 
that seem almost unbelievable. From 100% 
to 1000% greater sales during 1935 than 
during corresponding months last year. 
Can you afford nol to get in on this? 


The Crosley Radio Corporation 


(Pioneer Manufacturers of Radio Receiving Sets) 


llome of the workd'’s most powerful 
broadcasting station 


POWEL CROSLEY, Jrc., President CINCINNATI 


Prices in Florida, Teras, Horky Mountain states and west, 
slightly higher 
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AMAZING 
€RO-SLEY 


MONEY MAKERS 


in refrigeration that have 
piled sales record upon sales 
record..Meet every condition..give 


you a 3-fold market (a) me 
WIRED HOME, (B) THE SHWIRED HOME, 
ROADSIDE 


CROSLEY SHELVADOR MODELS HAVE SHOWN THE GREATEST = pee: 
SALES INCREASE IN THE HISTORY OF ELECTRIC REFRIGERATION LATION ... ONE YEAR FREE SERVICE 


STANDS, ETC. 


New CROSLEY 


Wherever refrigeration is needed 
and electricity is not available. 
‘or rural homes, dairies, summer 
camps, roadside stands, boats. 
Turns heat to ice. Uses only about 
2c worth of kerosene a day. Not 
one moving part. 
A dependable refrigerator—low in 
price, economical to use. Gives 
the Crosley dealer a wide, non- 
competitive market. 


Makes ice cubes. 


ALL SALES RECORDS SMASHED BY CROSLEY SHELVADOR MODELS 
... DUE TO NATION-WIDE PUBLIC PREFERENCE! 


$79.50 ur 


TABLE SHELVADOR 
2 models priced 
from $79. 0 to $94.50. 


TRI-SHELVADOR 
- - - 3 models from 
$139.50 for 1.3 cu. ft. 
size to $189.50 for 7.08 
cn. ft. size. 


Roth Shelvador and Tri- 
Shelv ador models have—in- 
terior light, flat bar shelves, 
ventilated front, porcelain 
interior, lacquer exterior. 
(Most models available with 
porcelain exterior at slight 
extra cost.) 

Tri-Shelvador models have, 
in addition, the Shelvador, 
Shelvatray, Storabin, and 
self-closing ice-tray cham- 
ber door. 


PRICES INCLUDE DELIVERY INSTAL- 


JUNE, 1935—ELECTRICAL MERCHANDISING 


FOR UNWEtRED HOMES 
SSS Sy Only... Only... 
| | $ 50 ; if 
y 
| 
| 


IR 
ed 
20. 
cal 
m- 
ot- 


NG 


The 
SELLING 


SEASON 


for STOKERS 


Begins Working UP in July 


NE of the appliances that 

from the records is making 

the most rapid advance in 
sales is the mechanical stoker. House- 
hold stokers were on the market as 
early as 1923, but it was not until 
1931 that the government’s Depart- 
ment of Census began to report sales. 
Therefore, it is not possible to obtain 
an accurate figure on the total number 
in use. Indication is, however, that it 
was about 1931 that the household 
stoker business began to develop to the 
point where it has since become equip- 
ment saleable by specialty operators. 

From 1931 on, every year has shown 
a rapid increase in sales. total 
for 1931 being 6,915; 1932, 6,783; 
1933, 14,212; 1934, 23,214 and the 
first three months of 1935 show a 
heavy increase: over the corresponding 
three months of 1934. This rapid and 
consistent advance in sales indicates 
two things: One, that the stoker has 
progressively reached a higher degree 
of mechanical perfection; and two, 
that the sales and advertising activity 
are establishing stokers with the trade 
and the public. 

More and more electrical appliance 
dealers are becoming interested in this 
product. From the dealers standpoint 
the product is attractive because it 
has a high unit sale, carrying a satis- 
factory margin of profit and because 
the selling season beginning in July 
extends through to the end of the year. 
Reference to the chart on this page 
shows this rise in the sales curve be- 
ginning in July, extending through 


August and reaching its peak in Sep- 
tember or October. 

In addition, the stoker presents a 
relatively simple installation problem 
and the simplicity of the design and 
construction of the leading makes pro- 
vides both easy and inexpensive servic- 
ing. Some of the advantages from the 
consumer standpoint claimed for the 
stoker are as follows: 

1. They produce automatic heat 
with coal. 

2. They produce automatic heat at 
a lower cost than is possible by any 
other means; even less than the cost 
of hand firing of larger sizes of coal. 

3. Stokers produce even tempera- 
ture because they are thermostatically 
operated to room temperature. 

4. Stokers contribute to better 
health on account of evenly controlled 
temperatures at all times. 

5. Stokers eliminate the soft coal 
smoke nuisance as all the smoke and 
gas is burned by the underfeed method. 

6. Stokers require little attention, 
it being only necessary to re-charge 
the hopper two or three times a week 
in mild weather and once a day in the 
severest weather. 

7. Women like stokers because they 
eliminate the drudgery of furnace 
tending. They produce even heat all 
day without frequent trips to the 
basement. 

These features make a very convinc- 
ing sales story. Stoker manufacturers 
have also brought together some very 
convincing evidence in the form of let- 
ters from users of the domestic stoker. 
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HOUSEHOLD STOKER SALES BY MONTHS 
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1935 


1934 


1933 


Year 
and 
Month 
1935 


STOKER SALES TO MARCH 1935 


from Department of Commerce 
Bureau of the Census 


Class Class Class 
4 *2 
NUMBER 

1,241 147 
1,113 107 48 
955 84 37 
3,309 338 146 
660 89 
686 30 
644 64 22 
1,990 227 141 
560 58 4) 
902 85 28 
1,215 140 & 
1,270 141 78 
2,678 269 133 
4,636 429 188 
5,077 458 177 
2,761 265 142 
2,125 210 90 
23,214 2,282 1,078 
412 Kt) 38 
443 Kt) 32 
358 22 23 
1,213 82 93 
330 11 18 
550 2 3 
718 21 52 
954 91 91 
1,800 120 147 
3,110 241 181 
2,840 296 246 
1437 184 117 
1,060 132 110 
14,212 1,206 1,098 


* Class 1—Residential (capacity less than 100 Ibs. coal per hr.) 

* Class 2—Apartment house and small commercial heating jobs 
(capacity 100 to 200 Ibs. coal per hr.) 

* Class 3—General commercial heating and small high pressure 
steam plants (capacity 200 to 300 Ibs. of coal per hr.) 


These letters not only emphasize the 
ease of operation and the freedom from 
manual work which the stoker pro- 
vides, but most forcibly bring out the 
low cost of operation. 

A typical letter from a bituminous 
coal district in the middle west tells 
of heating a ten room house through 
the winter at a surprisingly low cost. 
This user testifies that the fire has 
never been out during the winter. The 
user bought only $28.10 worth of coal 
and had at the time of writing, April 
10, nearly a ton of coal left. He com- 
pares this cost with the ten years’ ex- 
perience of hand-firing his furnace at 
the cost of $75. a year. 

The reason for the great economy 
of the stoker is that it uses cheap coal. 
During the past ten years, when the 
stoker market was being developed, 
the stokers have been generally sold 
by coal dealers and dealers in heating 
equipment. Where the coal dealer 
would develop an active merchandis- 
ing organization, the operation was 
usually successful. 

A success story of this kind is cited 
in a coal dealer in Ohio who some 


years ago started into merchandise 
stokers as a part of his coal business. 
The stoker business showed a strength 
of its own and developed such a vol- 
ume that this dealer now operates a 
separate stoker division with branch 
offices in some twenty Ohio cities. 

It is not always, however, that the 
coal merchant, even though he earnest- 
ly endeavors to develop the stoker 
business, has the particular specialty 
ability and experience to market this 
product, and that’s where the electric- 
al appliance dealer comes in. The elec- 
trical appliance dealer, because of his 
training in sales organization and su- 
pervision, is being sought by stoker 
manufacturers because the stoker as 
merchandise needs specialty handling. 
And because of the seasonal character- 
istics of the stoker, and because there 
is every evidence that the stoker is 
performing a genuine and important 
service in the home of a moderate 
investment and low operating costs, 
there is obviously an opportunity for 
the live dealer who wants both to 
expand his line and to fill in a gap 
in his selling season. 
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How to keep your Sales and Profits 


Climbing Upward this Fall 


Here is a sound, proven plan for you to turn the 
coming Autumn into a peak selling season— 
keep your present sales force making money 
—enter, at the most advantageous time, a busi- 
ness now paying handsome extra profits to 
thousands of alert appliance dealers. 


YOUR BIG OPPORTUNITY 


The peak selling season for automatic home 
heating and winter air conditioning starts early 
in August, climbs to highest sales level during 
following months. 

This Fall, with the National Housing Act 
stimulating immediate purchase and with more 
people than ever before ready to buy, your 
profit opportunities are practically unlimited. 


WHAT DELCO-HEAT OFFERS 


As the result of aggressive merchandising, ex- 
tensive advertising in National Magazines and 
local Newspapers, Delco-Heat, a product of 
General Motors, is today recognized as the out- 
standing value in automatic home heating. 
Here is a complete line including a low priced, 
fast selling Delco-Heat Oil Burner, a complete- 
ly harmonized Deico-Heat Boiler and the new 
Delco-Heat Conditionair. Practically every 


DELCO-HEAT CONDITIONAIR: Purifes, bumidifies, 
tomatically beats and circulates the air to every room, providing a 
complete change every 10 to 15 minutes. In summer it purifies the 
air, removes pollen, bacteria and circulates pure, fresh, invig- 
orating air throughout the bouse. Delco-Heat method of burning 
lowest cost domestic fuel ot] makes it 


home owner is a prospect for one of these 
products. Priced to meet all competition, each 
Delco-Heat sale represents more dollar volume 
and profits than practically any line you are 
now selling. 

The Delco-Heat merchandising program is 
developed and directed along specialty selling 
lines. Every Delco-Heat Franchise provides all 
the assistance you need to quickly and thor- 
oughly train your salesmen, establish and build- 
up a complete Delco-Heat organization. 
Proven, productive advertising, sales promo- 
tion and merchandising cooperation are all 
ready to go to work for you. 


MAIL THE COUPON 
“New Profit-Making Opportunities for Appli- 


‘ance Dealers” is the title of an interesting, 


illustrated booklet just off the press. It gives 
in complete detail facts about the market for 
Delco-Heat, the profit opportunity Delco-Heat 
presents to appliance dealers, features of the 
Delco-Heat franchise. A copy of this booklet 
is ready for you and will be sent upon receipt of 
the coupon below. Please mail this coupon 
today. There's no time to lose if you want to be 
ready to cash in on Delco-Heat’s highly profit- 
able peak season. 


DELCO-HEAT OIL BURNER: Delco-Heat Oil 
Burner converts bot water, steam, vapor or warm air 
beating plants to automatic oil heat at amazingly low cost. 
Burns lowest cost domestic fuel oil. Owners report fuel 
savings ub to $200 a year. Quichly and easily installed. 


A PRODUCT OF GENERAL MOTORS 


A Complete Line of Automatic Oil Heating Equip- 
ment for Domestic and Commercial Applications 


IMPORTANT FACTS FOR 
APPLIANCE DEALERS 


® All Delco-Heat Products have been drastically 
reduced in price to an all time low, removing them 
from a class to a mass market, making every home 
owner a prospect. 


There are approximately 900,000 homes hav- 
ing oil heating equipment. Yet the market is only 
saturated. 


* 

Recent housing surveys sponsored Beuer 
Housing Comenienees in 93 cities thou- 
sands of pledges to modernize heating equipment 
yet this year. 


* Under provisions of the National Housing 
Act, Deico-Heat may be bought with no down 

yment, up to 3 years to pay at low interest rates. 
Riany Delco-Heat dealers report up to 50% of 
1935 sales closed because of these easy terms. 
Here is p/us business for you that comprises actual 
cash transactions. 


* Confidence in the product you sell and in the 
Company back of it is vitally important. Nine out 
of ten users say they bought Delco-Heat because 
of its mechanical superiority and the fact that it is 
a product of General Motors. 


* This mechanical superiority insures trouble 
free o tion. icing is no problem for 
Delco-Heat Dealers. 


DELCO-HEAT BOILER: Completely automatic, built from the 
ground up as one compact unit, Delco-Heat Boiler harmonizes the 
famous Delco-Heat principle of burning lowest cost domestic fuel 
ot] with a super-beat-absorbing boiler. Provides automatic home 
heat at savings up to 40%—an abundance of piping bot water 
winter and summer, for as little as $1.63 4 month, 


Dealer's Franchise. 


ADDRESS 


Subsidiary of Genera! Motors 
Dept. 0-214, Rochester, N. Y. 


Send me Delco-Heat facts, details of Appliance 
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In Washington, C., sponsored 
by the Electrical Institute, they are 
starting a “Summer Cookery Month’’. 
The campaign will run from June 3 
to July 20 and will feature all elec- 
tric appliances that have to do with 
cookery — ranges, cookers, casseroles, 
percolators, mixers, grills, refrigera- 
tors, roasters, toasters, waffle-irons, 
and table stoves. More than 100,000 
families in Washington will be cir- 
cularized by bill stuffers sent out by 
the Potomac Edison Company. One 
of the novelties of the campaign will 
be a “dinner for four’ cooked by the 
Electric Institute staff members and 
delivered to every family buying a 
cooker. The dinner will be delivered 
in the cooker. 


And still speaking of campaigns, 
we hear that the Mississippi Power 
Company went into a table appli- 
ance drive recently and sold 2,557 
toasters, waffle-irons and _ percolators 
(Hotpoint). Florida Power & Light 
and Southwestern Gas & Electric 
Company are two other utilities to 
sponsor small appliance campaigns. 


Having sold 1,693 ranges in a 
“builder-upper” campaign that lasted 
five weeks, Georgia Power feel that 
they are just warmed up enough to 
go into something really big. They 
are now engaged in their four ring 
“circus” which is a campaign to sell 
ranges, refrigerators, water heaters 


> 

Both the American Institute of 
Electrical Engineers and the Frank- 
lin Institute are awarding medals 
to Henry E. Warren, president of 
the Warren Telechron Clock Com- 
pany for his researches in the de- 
velopment of electrical time keep- 
ing. Mr. Warren is shown in his 
laboratory. 


Feeling pretty cocky about the selling job they 
are doing, the Boston branch of the Apex Ro 
tarex Corp., pose for their picture. Headed by 
T. F. Berghaus, they are, left to right: J. F. Her 
schell, Fred H. Webster, Allan W. Chafe, Frank 
Donahue, George B. Ratcliffe, J. M. Bartlett, 
Alice M. McDevitt, T. J. Foley, Wesley W. Farr, 
P. E. Murphy, J. Harry Cash and Mr. Berghaus. 


June is graduating time and here are some of the graduates of GE's Merchandise Department 
home laundry sales training course receiving their diplomas. On the left are J. W. Mciver, man- 
ager, sales promotion; D. C. Spooner, Jr., assistant manager appliance sales; D. Hays, manager, 
commercial engineering; J. L. Busey, manager appliance sales and W. D. Yates, assistant manager 
of sales promotion. Lee Williams of the GE Supply Corp., is getting his sheepskin from John M. 

Wicht, manager home laundry sales. 


and water coolers from May 1 to 
August 17. Ranges alone are sched- 
uled for a 2,000 unit quota. Inciden- 
tally, the employes of the company are 
amusing themselves by selling 2,500 
electrical outlets—just to make sure 
that customers of the company won't 
be lacking in the proper facilities for 
connection when the appliance sales- 
man gets around. 


Up to May 18—after nine months 
existence — the Federal Housing 
Administration was able to report 
that, under the stimulus of the mod- 
ernization and repair program, the 
country’s property owners had pledg- 
ed $401 ,042,062 worth of work. The 
majority of this was in cash, while 
credit amounting to $69,199,582 had 
been advanced to 166,486 applicants 
under the terms of the modernization 
credit plan. Other facts: Insurance 
contracts issued to lending institutions 
totalled 13,366; community cam- 
paigns on modernization and repair 
organized to date, 7,626. 


July 10 to July 19 are the dates 
that have been set for the New York 
Housefurnishing Show, to be held 
at the Hotel Pennsylvania under the 
sponsorship of the New York House- 
wares Manufacturers’ Association. 
Four entire floors of the hotel have 
been set apart for display and conven- 
tion purposes. 


ELECTRICAL MERCHANDISING—JUNE, 1935 


Portable lamps, carrying approval 
tags of the Illuminating Engineer- 
ing Society are in for some adver- 
tising promotion. A cooperative cam- 
paign, designed to stimulate the sale 
of floor, table and other types has been 
announced by General Electric and 
Westinghouse Lamp Company. Maz- 
da lamp Manufacturers will under- 
write the drive and will spend approx- 
imately $100,000. Cooperating porta- 
ble lamp manufacturers will pay into 
a common fund for each I.E.S. tag 
purchased from the Electrical Testing 
Laboratories—this fund to be matched 
dollar for dollar by the Mazda lamp 
manufacturers. The cooperative ad- 
vertising campaign will begin with the 
semi-annual lamp show held at the 
Hotel New Yorker, New York City, 
from July 22-26 inclusive. 


A series of fourteen three-day con- 
ventions to be held from June 6 to 
the latter part of July, and attended 
by upwards of a thousand sales man- 
agers, engineers and promotion spe- 
cialists of field divisions and distrib- 
utors will be held by the Incandes- 
cent Lamp Division of the Gen- 
eral Electric Company at Nela 
Park, Cleveland. A three-acre camp 
will house the delegates who will 
bunk in tents. 


Allen C. Cornell, associated with 
the Denver office of the Graybar 


Electric Company, and until re- 
cently its manager, suffered a heart 
attack and died on April 21. 


Some 17,000 retail clerks and 3,500 
jobber’s salesmen took part in a na 
tional contest in electrical appliance 
salesmanship, sponsored by the Wa- 
ters-Genter Division of the Mc- 
Graw Electric Company, Minnea- 
polis, manufacturers of Toastmaster. 
In the dealer division, first prize of 
$300 went to Miss Ruth Murdock, 
West Penn Power Company, Spring- 
dale, Pa. Second prize of $200 went 
to David R. Haas, Brooklyn Edison 
Company, New York, and Miss Dor. 
othy J. Burns, Northern States Power 
Company, Red Wing, Minn., took 
the third prize of $100. 


Results of the 1934 campaign of the 
Pacific Gas & Electric Company 
on water heating by electricity in 
dicate that 2,349 electric water heaters 
were sold during an 11 month period, 
as well as 2,479 electric ranges. The 
main offer back of the campaign was 
based on a reduction of the low block 
on domestic schedules from 1c to lc 
per kw.-hr. In addition a specially 
designed heater of 3 kw. capacity with 
a 30 gal. tank was sold. This gave 
the customer effective hot water ser- 
vice at about $3.35 per month and 
could be installed without necessity 
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THE FIRST DUTY OF 


Soa we let if 
go at that - 


@ The faster the cheaper, said we to the 
artist. Every time~you fill an ice cube tray 
it’s a race with time. The faster the cheaper. 

Imagine our surprise to get a picture of 
calories (saith the artist) in on-your-mark- 
get-set position, with what looks like. the 
boss calorie all ready to fire the starting gun. 

The ladders were an afterthought. Our 
artist, like the engineers who specify ice 
cube trays, knows how heat flows through 
Aluminum faster than fast. Pretty hard to 


get that in a picture. So we let it go at that. 


The simple scientific facts are usually 
pretty hard to illustrate. We might give 
you a mass of data on relative heat con- 
ductivity and freezing times. But the fact 
that the refrigerator you sell comes 
equipped with trays and grids of Alcoa 
Aluminum is the best evidence that the 
engineers have had freezing speed in mind. 

Your prospect would like to know about 
that speed. He already knows the cleanli- 
ness of Aluminum. ALUMINUM COMPANY OF 


america, 1860 Gulf Building, Pittsburgh, 


Pennsylvania. 


| TRAYS IS TO FREEZE ( FAST - ECONOMICALLY 
4 


of adding to service facilities on the 
company’s lines in order to service the 
new load. It is anticipated that sales 
for 1935 will appreciably exceed thoze 
for the past year, as a result of the 
accumulative sales force of satisfied 
users. 


Both Los Angeles and San Fran- 
cisco. held Housing Expositions 
during May. SanFrancisco reverted 
to the old form of building exposition 
and convention which used to be a 
feature of Mechanics’ Fair days, fill- 
ing the civic auditorium during the 
week of May 4-12. Home appliances 
formed an important part of the ex- 
hibits. In Los Angeles 3,000 square 
feet were given over to electric home 
conveniences at the “World’s Fair of 
the American Home” which opened 
on May 18 on Beverly Boulevard. 


Shapiro Sporting Goods Com- 
pany, distributors of Grunow refrig- 
erators and radio, Bee-Vac cleaners 
and Sunbeam appliances at New 
burgh, N. Y., have been appointed 
distributors of “1900” washers and 
ironers. 


The Westinghouse Company 
shipped approximately 200 per cent 
more refrigerators during the first 
quarter of 1935 over the correspond- 
ing period in 1934, according to R. C. 
Cosgrove, manager, household refrig- 
eration sales. 


The North Coast Electric Co., 
distributors of the Pacific Northwest, 
announce the inauguration of an ex- 
tensive home economics program un- 
der the supervision of Helen Kerr, 
well known lecturer, radio broad- 
caster and author of articles on home 
economics. Schools of cooking, interior 
decorating, bedgeting and other prob- 
lems of home making will center 
about ownership of Norge merchan- 
dise, for which the North Coast Co. 
is distributor. 


A new model kitchen for Van- 
couver B. C. has been installed on the 
second floor of the Province Building 
by the Vancouver Daily Province. 
Newest electric equipment of the 
Canadian General Electric Company 
is to be used throughout. The auditor- 


ium seating seventy-five will accom-_ 


modate audiences for the regular 
cooking school which is to be conduc- 
ted for the newspaper by its own cul- 
inary expert. 


May 1—4 was the date of the 
Chilled Food Institute, repeating its 
success this year under the auspices of 
The Bureau of Radio and Elec- 
trical Appliances of San Diego, 
Calif. Demonstrations, radio tie-ins 
and numerous entertainment features, 
including a television stunt were part 
of the program, which brought out 
record crowds, to attend both after- 
noon cooking lectures and evening 
exhibits. 


“It Costs You Nothing—It Pays 
For Itself” is the slogan used by the 
Electric Appliance Society of 
Northern California in connection 
with its electric refrigeration cam- 
paign now under way. In addition to 
the usual advertising and promotional 
cooperation of manufacturers and 
power company, special features are 
being offered in the form of hostess 
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One way to dramatize world-wide radio reception ‘on higher 

priced models, is by the use of a map such as this impressive one 

in the Electric Institute at Washington, D.C. All dealers display 
models in this cooperative organization. 


schools and cooperative exhibits in all 
power company offices. Visitors to 
these exhibits will receive a booklet 
entitled “Things Every Woman 
Wants to Know About Electric Re- 
trigerators” which has been prepared 
by Jean Frickleton, secretary of the 
Society. This will contain recipes, 
suggested use of storage space and in- 
tormation on the care and operation 
of electric refrigerators to secure best 
results. Practically every manufac- 
turer and dealer in Northern Cali- 
fornia is participating in some way in 
this campaign. 


The financial report of Kelvinator 
Corporation for the first half of 
that company’s fiscal year, showed 
that for the first time in the last five 
years, operations during this custom- 
arily quiet half resulted in a net 


profit. This profit, amounting to 


$66,975, compares with a loss of 
$36,419 for the first half of the 1934 
fiscal year. Kelvinator Corporation 
also reported that its sales of air con- 
ditioning equipment for the first four 
months of the present calendar year 
are more than ten times greater than 
those for the same period of 1934. 


More than 2,000 employees of elec- 
trical appliance departments of de- 
partment stores have taken the basic 
training course on General Electric 
home appliance salesmanship, accord- 
ing to Ralph C. Cameron, manager of 
the department store division of Gen- 
eral Electric’s specialty appliance de- 
partment. Seven hundred of these em- 
ployees also have taken the advanced 
course, he says. 


Setting new all-time records in pro- 
duction sales, number of employees 
and size of payrolls, the Crosley 
Radio Corporation reports gains of 
68.4 per cent in sales of Crosley Shel- 
vador electric refrigerators in April 
over those of the corresponding month 
in 1934 and increases of 111.2 per 
cent in sales of Crosley radios for the 
same period. 


In a report to the stockholders of 
Electromaster Inc., Detroit, manu- 
facturers of Waldorf electric ranges 
and water heaters, R. B. Marshall, 
president, announces a 52 per cent in- 
crease in the sales of the company dur- 
ing the first quarter of 1935, in com- 
parison with the same period a year 


ago. 


The 20,000 Red Seal Home now under construction in Toronto. It will 

contain 110 outlets, range wiring complete, ventilating fan, automatic 

switches on closet lights, etc. It will sell for about $12,500. When Red 

Seal was started in Toronto, according to George Austin, manager of 

the Electric Service League, the average number of outlets per home 

was 30. It is now over 66. The 20,000 Red Seal homes have over a million 
outlets and are all wired for ranges. 
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Boosting Sebo and Profits 
For Dexter Dealers! 


ANOTHER 


BIG SELLING ADVANTAGE 
FOR DEXTER DEALERS 


This new Dexter wringer gives Dexter dealers the most 
persuasive sales asset any washer ever had. Prospects are 
immediately impressed by its massive, streamline beauty— 
its “flash-action” safety release and the ease with which it 
can be reset. Other attractive features are the automatic 
_roll-pressure—concealed auto-reversing drain board—and 
‘ genuine LYNITE-ALUMINUM frame, cast in one piece 
with the gear head. 


g And in addition to the Big Selling advantage of Dexter's 
New Wringer—Dexter dealers have Dexter Defender— 
World’s Champion endurance washer—the famous Dexter 
double tubs—“Thriftwin” and “Fastwin” which “step-up” 
washer sales and profits—and an outstanding washer in 
every price range. 


Write today for complete sales promotion plans: 


CO. 


at 
lowa. 
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What happened on refrigerators can 


happen wherever electric appliances 


are finished with du Pont DULUX 


N the spring of 1933 a new finish for 

household refrigerators first made its 
appearance. It was Du Pont DULUX, 
a new and distinctly different chemical 
development. 

By the fall of 1934, only 18 months 
later, over 900,000 of these household re- 
frigerators had been finished with DULUX. 
Now the number is well over a million. 

Phenomenal? Yes. A record made pos- 


sible because of recognition of DULUX _ 


as a super-organic finish by manufacturers. 
And because of its acceptance by house- 
wives as the beautiful, durable, econom- 
ical, modern finish they wanted. Dealers 
capitalized on this and closed sale after sale. 
Here a precedent was established to show 
you a way to smash another precedent— 
the summer drop in electric appliances. 
What dealers accomplish with DULUX- 
finished refrigerators, they can accomplish 
now with other DULUX-finished appli- 
ances—ranges, washing machines, electric 
heaters, vacuum cleaners, and others. 
The brilliant new beauty of DULUX 
finish is a constant joy to the housewife. 


5. pat OFF 
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The white is a pure, snowy white that 
defies comparison with other white finishes. 
If it’s one of the many DULUX colors, 
it’s a finish with a distinctive texture, 
depth and richness of tone. 

DULUX beauty lasts despite hard wear 
and knocks. Despite the touch of greasy 
hands and of household oils, acids and 
abrasives. Despite the attack of moisture 
and the threat of corrosion. 

Beauty and day-after-day durability— 
these are the things you sell in a DULUX- 
finished electric appliance. The very things 
women want. Their husbands, too, who 
pay the bills. 


Write for a new booklet just prepared by 
du Pont. It’s called, “Selling Made Easier 
by DULUX.” It contains powerful sales 
help for convincing hard-to-persuade cus- 
tomers. Every dealer should have copies 
of this booklet for himself and his sales 
force. Simply write for as many copies as 
you need to E. I. du Pont de Nemours & 
Co., Inc., Finishes Division, Wilmington, 
Delaware. 


DULUX 


CAPITALIZE ON THE SALES 


RECORD MADE WITH 


DULUX 


REG. U. S. PAT. OFF. 


Close More Sales With 
These Facts About 


DULUX 


1. Original Beauty 


The White DULUX finish rivals the pure whiteness of 
newly fallen snow. It isthe whitest white you ever saw. 
Colors are brilliantly beautiful, with a texture, depth 
and gloss unknown in other finishes. 


Retention of Original Appearance 


Whether used indoors or out, DULUX retains its 
original gloss and beauty long after other finishes be- 
come dull and discolored. DULUX White stays white. 


Exceptional Durability 

The hard, but flexible and tenacious DULUX finish 
does not easily chip, crack or flake off under sharp 
knocks and blows and surface tension. 


The durable film has unusual resistance to damage — 


from household oils, greases, acids and abrasives. It 
can be cleaned and the original beauty easily restored. 


DULUX resists moisture and protects against 
corrosion. 


DU PONT DULUX IS A PRE-TESTED FINISH 


REG. U.S. PAT. OFF. 
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it doesn't hurt to go back and look over some of the old ones. 
Here is an idea that the Wisconsin Valley Electric Company at 
Wausau, Wis., put into effect to stimulate summer business. It was 
called the “White Bag” campaign and it resulted in the sale of 
$359,700 worth of appliances in three cities having a population of 
42,000. Teaser ads started off the drive—“Watch for the White Bag 
Man” so that by the time the six salesmen got around to the cus- 
tomer's homes, he was no longer a stranger. 


After explaining how to renew a fuse, read a meter and check 
electric bills—all things the housewife was glad to know—he would 
lift a toaster out of the white bag and set it on the table. If the 
housewife already had a toaster, it would be a percolator or a 
waffle-iron, or a heating pad or curling irons. Whichever device 
she showed interest in, the salesman would demonstrate for her. 
About 90 per cent of the sales were made right on the spot despite 
the fact that the White Bag Man never asked the woman to buy. 


The visit usually resulted in a sale, however. In many instances, the 
housewife would express interest in vacuum cleaners, washing 
machines, ranges, portable heaters or some other device that the 
salesman could not either carry around or go into a soles talk at 
the time. He would return in the evening, however, and talk to both 
husband and wife. During the drive, the White Bag men sold 1,450 
irons, 832 toasters, 650 portable heaters, 600 washers, 425 cleaners 
and 60 ranges. It was an ideo. It worked. And it would work as well 
in 1935 as it did in 1924. 


UMMER SALES 


PLAN 


That Worked 
in 1924 
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HERE is an old saw that tod 

many cooks spoil the broth. But 

like many frequently quoted say- 
ings it is untrue in the utility merchan- 
dising field—at least so far as the 
Jersey Central Power and Light com- 
pany is concerned. 

Jersey Central has a lot of cooks. 
Head chef, so to speak, is T. R. Crum- 
ley, its president, man who reached 
the chief executive's chair via the op- 
erating department route. Second cook 
is B. A. (Bernie) Seiple, merchandise 
manager, who was an engineer, but 
who has turned slip-stick principles to 
sales problems and done a job. In this 
kitchen of merchandising, there must 
be a meat cook and a pastry cook. 
Clyde Butcher fills the first, Robert 
Matthews the second. They are the 
sales supervisors. 

That’s four first class cooks. Take 
around 1,400 more—making up Jersey 
Central’s operating, clerical, engineer- 
ing, collecting and accounting forces— 
and that’s the number of cooks that 
enable this Jersey utility to hang up a 
banner so the world may know that in 
forty days, no more no less, it sold one 
more electric refrigerator than in the 
entire 365 days of 1934. 

This flat statement of a forty day 
success doesn’t do justice to the mer- 
chandising operation of this eastern 
electric and gas concern which operates 
in a territory along the seaboard that 
has no large towns and really is rural 
in its makeup. For the success is one 
that has been made possible only be- 
cause of the steady progress of the util- 
ity in the merchandising field—a pro- 
gress made possible by years of public 
relations activity that have given 75,- 
(00 domestic current users a con- 
fidence in the company, its executives 
and its policies that makes them turn 
to its retail electric shops whenever 
they think of appliances. 

Seven and a half years ago, Mr. 
Crumley joined Jersey Central and be- 
came its president. At the same time, 
Mr. Seiple signed on with the outfit. 
On the one hand was an operating 
executive who had his doubts about 
merchandising and was frank in say- 
ing so. On the other, a man who be- 
lieved in merchandising of appliances 
as a means of furthering a utility's 
service to its customers and a means of 
building up on a sound basis increased 
loads. 

What the company has done in the 
refrigeration field is pretty well true 
of its success in the other appliance 
fields, but since it looks upon refrigera- 
tion as its major activity, it will be 
used here as an example. 

Exclusive territorial dealer for 
Frigidaire household, commercial and 
air conditioning products, Jersey Cen- 
tral two years ago this spring was the 
first utility to sell domestic refrigera- 
tors via the Meter-Ice route. 
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With a force of 30 salesmen work- 
ing on salary plus commission, a meter 
sales campaign brought the installation 
of 372 units. A year ago, the second 
Meter-Ice campaign was put on with 
outstanding results, so that this year 
it was taken as a matter of course that 
the idea would be repeated, although 
there were skeptics who thought such 
a means of selling had worn itself out 
and would be a flop if pulled for the 
third time in the same territory. 

But Mr. Crumley, an operating 
executive turned merchandiser, and 
Mr. Seiple and his two sales super- 
visors thought a plan that had worked 
twice certainly would work again. 

On April 2, at a meeting of the 
company’s forces, the campaign was 
started. It was to last sixty days, bring 
the sale of 1,000 household Frigidaires. 
Sales in 1934 had totaled 1,048. As 
this is written on May 12, 1,049 house- 
hold units have been installed, the 
salesmen are still selling, Jersey Cen- 
tral is calling for rush shipments of 
meters and it looks as though the cam- 
paign will wind up close to the 1,500 
mark—fifty percent more refrigerator 
sales in two months this year than in 
all twelve months last, despite the 
worst forty days of spring weather in 
years. 

The selling force is made up of 
thirty men who sell all electric appli- 
ances. As tipsters, they have nearly 
1,400 other employes, who get from $1 
to $5, depending upon the size of the 
sale resulting from each tip. 

“We believe this is the first Meter- 
Ice campaign conducted by a utility 
with its whole employe organization,” 
Mr. Crumley told Electrical Mer- 
chandising. 

“Early this year we conducted a 
market survey of our territory that 
convinced us we had done a splendid 
job selling refrigeration to the higher 
income brackets, but a poor job with 
those of our subscribers who are not 
so fortunate in an income way. In our 


northern division, tor example, 16,000 
families had no mechanical refrigera- 
tion. Of these, 11,000 families were in 
the $1,500 or under yearly income 
class. Forty-seven hundred of the bal- 
ance had incomes from $1,500 to 


,000. 

“We decided to approach this mar- 
ket via the Meter-Ice route and our 
— in this direction speaks for it- 
self. 

And, according to Mr. Crumley, the 
sales volumes of the other appliances 
sold by the company have risen because 
of the influence the Frigidaire activity 
has had in creating a buying frame of 
mind in households. 

“Just as all forward moves usually 
are inspired by a selfish motive,” Mr. 
Crumley said, “our refrigeration sales 
effort has been. In anticipation of a 
reduction in rates to domestic custom- 
ers, we wanted to add load to our lines 
in a hurry to help make up the differ- 
ence in operating revenue. Refrigera- 


Jersey Central Power and Light 
Sold More Refrigerators 
Ina 40 Day Drive Than in the Entire 
Year of 1934 


tion appeared to be the most needed 
appliance, so it was chosen to make up 
the campaign. 

“The plan devised is labelled,‘Load 
Building with Frigidaire for 675 in ‘35 
—a campaign to add 600,000 kilowatt 
hours to Jersey Central lines.’ 

“The campaign was written in util- 
ity language so that every employe 
would get the taste of the contest in 
words he or she uses in every day busi- 
ness life. That the campaign has 
clicked proves its soundness.” 

Mr. Crumley is a believer in con- 
centration of merchandising activities 
in one direction so far as refrigerators 
are concerned. He looks upon Meter 
Ice as a means of selling that eliminates 
the question of price. 

“For example,” he stated, “a Frigi- 
daire model of a particular size may 
cost a few dollars more than a like size 
unit of a less popular or less desirable 
make. Our men sell the fifteen or 
twenty cents a day proposition and 


| 
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B. A. Seiple, left, merchandise manager of the Jersey Central Power & 
Light Company, looks over the report on their record-breaking 40-day 
refrigerator campaign with T. R. Crumley, president. 
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show the housewite how much more 
she will get for her money on the long 
pull, even though she must pay that 
fifteen or twenty cents a day a month 
longer. The modern American house- 
wife is a sensible woman who knows 
quality and home budgeting methods, 
and understands this approach. 

“We make no attempt to convert 
Meter-Ice sales into regular time-pay- 
ment contracts, feeling that the ori- 
ginal sales plan should carry through 
to completion. However, if the pros- 
pect wishes, we will sell for cash, on 
open account for payment in thirty 
days, or regular time-payment basis. 

“Our revert rate, as shown by two 
years of experience with Meter-Ice, is 
less than five percent. Our collection 
system is such that control is close and 
since the planning of our original 
Meter-Ice campaign in 1933, we have 
had our credit department use extra- 
ordinary diligence in weeding out poor 
credit risks before the prospect is culti- 
vated rather than after the sale has 
been made. Thus we control our sales 
and at the same time protect the com- 
pany from unjust criticism by a cus- 
tomer who has been turned down 
after placing an order. 

“We feel that close credit control 
is one of the keys to a successful cam- 
paign in which the meter is used ex- 
tensively. This policy enables us to 
maintain our pleasant and understand- 
ing relationship with our public with 
the result our current users buy their 
appliances from us rather than in the 
large trading centers of New York 
City and Newark, to which they go 
for clothing and other necessities. 

“Our merchandising business, there- 
fore, stands on its own feet from a pro- 
fit standpoint. 

“The success of this campaign, to 
my mind, can be summed up in few 
words: ‘Everyone in Jersey’ Central 
got behind it.’ ”’ 

How do the salesmen look at a cam- 
paign of this kind? That's a fair ques- 
tion. They like it! 

The thirty retrigeration salesmen 
are old-timers. Turnover is low. They 
know their products and sell them 

Out of the thirty men, twenty-sir 
will have sold $5,000 worth of busi 
ness by May 31. Three will have ex- 
ceeded this quota by fifty percent, and 
one will have doubled it. 

Last year these men averaged be- 
tween $1,900 and $2,200 a year in in- 
comes. This year, the man who sells 

20,000 worth, will not be uncommon. 
Those who sell this much in the sixty 
day campaign will have earned in sal- 
ary, commission and bonus $1,380 
not a bad two months income for a 
refrigeration salesman. 

And what's more, they sell through- 
out the line. During this campaign, tor 
instance, an even fifty percent of the 
sales have been Standard series models. 
Thirty-five percent have been Master 
series units, and the remaining fifteen 
percent of sales have been made in the 
Super series field. 

What happens atter the sixty day 
campaign? Will business fall off 
sharply and the salesmen find them 
selves up the stump? Fair questions. 

Mr. Seiple and his two supervisors, 
Butcher and Matthews, state that the 
selling is only begun and that the re- 
maining seven months of the year will 
see considerably greater volume. 

Thus 1,404 cooks—roughly speaking 
—didn’t spoil the broth. They only 
seasoned it. 
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A regular giant among advertising mediums 
is The American Weekly. This Mighty Mag- 
azine is bigger in size—bigger in circulation— 
bigger in selling power than any other na- 
wt tional publication. It delivers the advertising 
published in its interesting pages to twice 
as many families—and it concentrates in 
the richest retail markets where most of the 
buying is done. You're fortunate when the 
goods you stock are advertised in The 
American Weekly. It means more sales— 
more profits for you if you feature them in 
your windows, on your counters, in your 
advertising. 


MERCHANT 


The American Weekly 


—what it is 


@ The American Weekly is the largest magazine in the world. It 
is distributed through 17 great Hearst Sunday Newspapers. In 
597 of America’s 995 towns and cities of 10,000 population and 
over, The American Weekly concentrates 67% of its circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


...and, in addition, more than 1,885,000 families in thousands of 


other communities, large and small, regularly. buy and read The 
American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


PAGE 17 


| 
(4 
= 
| 
| 
| | 
| 
| 
| 
| 
| 
| 
| Greatest 
| Circulation 
| | 
? 


OOK around you in almost any town and you will find it 
is the GENERAL ELECTRIC dealer who dominates the 
refrigerator business. He has everything refrigerator buyers 
want. He concentrates on one line that includes refrigerators 
of any type, any size, any price. His interest, enthusiasm and 
sales effort are centered — not divided among several makes of 


refrigerators. Naturally his stock turnover is greater, averag- 
ing as it does, 12 times a year instead of the usual 6 or 7. 
Eventually you will investigate the General Electric franchise. 
Write or wire NOW before another season of G-E greater 
profits slips through your fingers. General Electric Companv, 
Appliance Sales Dept., Sec. DE6, Nela Park, Cleveland, Ohio. 


GENERAL ELECTRIC 


ALL-STEEL REFRIGERATORS 
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Contrast the jumble of cheaper 
machines, above, with the distinc 
tive appearance of the higher 
priced models in the picture to the 
right. That's the first impression 


HE problem o1 price in the 
washing machine field is 1 
different trom the problem o! 


price in many other merchandising 
lines. It all boils down to showing the 
public the difference—dramatizing t 
them, if possible—the difference be 
tween the product produced to sell at 
a price and the product with teatures 
built in to it that raise it out of the 
ruck of competitive price classes 

H. P. Anderson, who has charge o 
washing machine, ironing machine 
and vacuum cleaner sales at Csimbel 
Bros., Philadelphia, has been plagued 
with the price complex in the washer 
field as have other merchandisers. But 
instead of succumbing to the paralyz 
ing effects of pure price selling, Mr. 
Anderson has found a way to mix the 
good with the bad, to embrace the 
lowly price leader and make it work 
for him to sell superior merchandise 
that yields a profit and on which pro 
motion and outside selling can be 
maintained 

“The woman who comes into the 
store to look at a washing machine 
has no pre-conceived notion as to ex- 
actly what she should pay,” Mr. 
Anderson explained. “She may have 
seen some price leader advertising on 
washers that finally brought her to the 
point of going out and looking at 
them, but the woman shopper of today 
—or the man shopper, for that matter 
—1is perfectly accustomed to price 
leader advertising. They have seen it 
in half the things they want or are 
accustomed to buy. Their first reac- 
tion is ‘Well, so-and-so is advertising 
these gadgets at a lower price than | 
have ever seen them offered tor be 
tore. Must be a catch in it somewhere 
but there wouldn't be any harm i 
going down and seeing what it’s all! 
about.’ 

“But even betore they go out to 
look at a product, they know tron 
past experience that the cheaper prec: 
of merchandise is not necessarily ge 
ing to be the one they want As ; 
matter of tact, the reverse is the case 
—especially in such a purchase as « 


DRAMATIZING 
Higher Washer Prices 


The Method of Display and the 
Emphasis on the Monthly Payment 
Do It for Gimbel’s in Philadelphia 


piece of equipment tor the home. |: 
other words, they are psychological), 
prepared to pay a higher price 
“The whole trick in this selling up 
business on washers and ironers is to 
show them that the superior piece ot 
merchandise with all the extra built 
in features is not necessarily a_ lot 
higher priced than the price leaders. 
You can’t do that by blankly quoting 
list prices. You have got to show them 
(Please turn to page 60 


lroner demonstrations are always' 
in progress at Gimbel's. Here, it 
is a matter of getting the atten- 
tion and interest of the woman in 
the first place that is important. 
Price is secondary. 


A candid camera view of an actu- 
al selling scene in the Gimbel 
store at Philadelphia. A vacuum 
cleaner demo is in progress. 
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H. P. Anderson, in 
charge of washer 
and ironer sales at 
Gimbel's, uses a 
little psychology to 
sell higher priced 
merchandise. 


A definite difference in the ap 
pearance of these higher pricec 
models helps the salesman sel! 
the customer up out of the lowe: 
priced brackets . 
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A complete line with “Eye Appeal” 


..- individual Sales Features 


The writers and style experts of the nation have been quick to recognize 
the style appeal embodied in the 1935 VOSS Models. Under the heading 
“Beauty in the Kitchen” the Chicago Tribune of March 3, carries a two- 
column picture of the new VOSS Cabinet Model. In fact, wherever shown, 
the buying public has responded with admiration to these new Cabinet 
Models. Not only do they have the “Eye Appeal” which means more 
sales, but each Model has individual features which set it apart from all 
other washers. Dealers say that any good salesman can 
easily sell the higher priced VOSS Models. After all, 
this is the most important consideration. 


AN UNEQUALLED FACTORY SALES PLAN 


which is a certain Money Maker 


Voss not only offers washers which have “Eye Ap- 
peal” and sales features found in no other washer .. . 
Voss furnishes dealers four outstanding sales pro- A Big Markup—vVoss Brothers realize the neces- 


grams each year that make money for every dealer who sity for a good dealer markup. Every dealer desires 


: sufficient margia to enable him to merchandise his line I 
uses them. They are tested programs that are certain in a thorough manner. Voss gives it to him. U 
to “click” with the public and mean more profits at Exclusive Sales Features— Ali models of VOSS s A L Es M ME R 
the end of the year. Voss is just now announcing ly Ey E N 
their sensational Summer Sales Event. The plan is features gets the largest share of the profitable business. Oss — z. 


furnished to dealers complete in every detail, ready to 
dealers four sales-creating sales campaigns each year. 


be put into operation in your community. Write today 


Unequalled Factory Sales Plan — Voss offers Facto this 
for full details. They are certain to profit all who use them properly. Pren4 


MODEL CN ODEL MN VOSS BROS. MFG. CO., 
Davenport, Iowa. 


YES, we would like full information 
BROS. . about the 1935 VOSS Washer line with : 


A Washer to fit Every pocketbook 


Voss has a quality Washer in every price details of your Big Summer Sales Program. , 

range. Write for full details about this profit- DAVENPORT Cae | 

able Washer line. IOWA Firm i 
. “Builders of Quality Washers Since 1876” Address . 
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HE problem of keeping the 
prospect file filled and maintain- 
ing interest at a high enough 

point to assure the sales quota being 
met is one which every electric re- 
trigerator dealer has encountered dur- 
ing the hot weather months of the 
vear. Many have been the plans 
which factory sales promotion organ- 
izations and individual dealers have 
devised to maintain sales progress dur- 
ing this particular season. 

One of the most successful methods, 
and one which now seems destined to 
receive even wider use, was tried out 
ina number of Alabama communities 
last August and September by the 
Alabama Power Company, Kelvina- 
tor distributors. Officials of the com- 
pany’s merchandising division were 
enthusiastic over the way this plan 
solved the hot weather problem. 

The Kelvinator Garden Party, the 
name given to this idea, was origin- 
ited for the Alabama Power Com- 
pany by Eva McPherson, Kelvinator 
home economist, to overcome the 
problem of attracting women to dem- 
onstrations during the extremely hot 
weather. The gardens of the South 
tamous for their beauty—provided the 
settings for a series of spectacular 
garden fetes, turnishing a real even- 
ing part in a real garden, with thea- 
trical floodlighting, music by a five- 
piece orchestra, hostesses in’ evening 
gowns, gay balloon favors, retresh- 
nents made in the electric refriger- 
itor served free, and an impressive 
lisplay of Kelvinator models. 

Invitational newspaper advertise- 
ents and publicity stories appeared 
local newspapers telling of the 
sarden parties and inviting the entire 
wpulation to attend. Everyone who 
ttended was welcomed by hos- 
‘sses, registered and served retresh- 


draws 


LEFT 


This novel punch bowl, made from 

a 300-pound block of ice in which 

roses were frozen, attracted much 

attention at the Kelvinator garden 

party in Tuscaloosa, Ala., last 
August. 


ments. Kelvinator salesmen demon- 
strated and explained the models dis- 
played. Floodlighting of the models 
aided in drawing attention to them. 
The models were trimmed with real 
food and operated with doors wide 
open. 

The first party was held on the 
lawn of a fraternity house at Tusca- 
loosa, Ala. A sixty-inch and a thirty- 
inch newspaper ad and telephone calls 
to prospects promised a gala affair. It 
was more than that. Two thousand 
visitors attended. Two trafhe cops 
handled the crowd. The local salesmen 
reported that the next day their show- 
room was crowded with prospects and 
eight Kelvinators were sold in one 
day. 

Colored electric lights swept the 
entire lawn, lending to the atmos- 
phere of the unusual spectacle of 
garden lighting. The spacious lawn 


mer Pros 


ABOVE 


The illuminated lawn and front 
of a fraternity house in Tusca- 
loosa, Ala., where a Kelvinator 
lawn party was held by the Ala- 
bama Power Company. 


Spotlights played on these Kel- 

vinator models at the garden 

party in Tuscaloosa, Ala., attract- 

ing much attention. The lights 

picked the models out of the 
black background. 


was outlined with an impressive color 
harmony arrangement in the shrub- 
bery and vari-colored balloons were 
festooned across the front of the house 
as a background for the other lighting 
effects. Underwater lighting illumin- 


Flood-lighted fountain at the Kelvinator garden party. 
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ated a fountain and floating on the 
surface of the pool were lighted lily 
pads. Punch was served from = an 
illuminated punch bowl made from a 
300-pound cake of ice in which sev- 
eral dozen roses had been frozen. 

Writing about this party and others 
that followed, Miss McPherson said: 

“The cost of these parties is com- 
paratively small for the number of peo- 
ple that are attracted. In the extreme 
warm weather, night functions seem 
to be far more popular with better at- 
tendance than afternoon affairs. These 
night parties are attended by both the 
men and the women, which is a 
decided advantage in talking about 
our product. This plan, I believe, can 
be used in many places with the same 
success.” 

The success of the Tuscaloosa party 
set the pace for others on the same 
pattern: at Big Springs Park, Hunts- 
ville, Ala., where 2500 gathered; in a 
famous garden in Demopolis, Ala., 
where 600 came from nearby towns; 
at a_ lovely old Colonial home in 
Jasper, Ala., and at scenic Madden 
Park, Selma, Ala., where 2,000. at- 
tended. 
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Your Prospects 


are at Home 
CONTINUED FROM PAGE 5 


average woman is trying to do durin; 


July and August? And wouldn't si 
| like to hear how i* can be accon 
plished 


There they sit during July am 

August, God bless ‘em, over 20,00i 
| strong, most generally on their trom 
| porches, uninterested in working an 
loving to talk during the hottest hou. 
ot each summer day. Like as not the: 
have some worr, such as compan 
coming to Sunday supper, and iy: 
is as hot as tonight, it’s going to bv 
h. . . to entertain; or they want 1 
know how to get out of the kitche: 
earlier in the morning—that old wu: 
insulated gas range adds 40 degrees 
to the noon’s kitchen temperature. () 
| why isn’t the tumbled-down wash: 
| speedy enough to get the washing «1 
| the line before 11 a.m. to escape tha’ 
| burn on the neck when hanging ow: 
the clothes. Sales success depends 0: 
striking a prospect with captivatin; 
| word pictures at the moment of grea’ 
| est felt need. What other season ot tiv 
| year can find a woman so easily a) 
proachable, so responsive, so eager t 
listen, and so appreciative of app! 
ance benefits as during these pestit: 
ous days of summer when she 1s cor 
stantly searching for new ways 
avoid annoyance and still please he: 
husband, or put on a front’ 

Think of the appeal of electric re 
frigeration during July and Augus' 
to the average housewife. The mam 
appetizing cold dishes—hors d'ouvre: 
and cocktails, jellied and frozen soup: 
salads and green vegetables, chille: 
meats, frozen desserts and colorty 
iced beverages—make it possible to 
| her to prepare the dinner in the mor: 
ing, with such allure as to charn 
that wanted dress from her husbam 
with less useless drudgery and wilte: 
fatigue. Or the charming summer ev« 
ning events that can be staged, whe: 
one owns an electric refrigerato: 
such as Sunday evening porch su) 
pers or lawn parties; preparing ever) 
thing before nine, and being as coo 
, and fresh as a daisy when the afta 

comes off—even though it has bec: 

the hottest day of the summer. () 
think of the appeal of a new rang: 
| that would not add witheringly 
_ hot kitchen temperatures during su 
try noon hours—when the heat pu: 

ishment makes the housewite sour 1 

any unlucky circumstance where stv 


All-Porcelain Cooling Unit + Convenience Basket + Vegetable Crisper + Serving Tray digas - tl hot meal tor th 
Folding and Sliding Shelves + Famous LEN-A-Dor - Automatic Interior Light : Listen, boys, there is no othe 
Super-Speed Freezing Tray Porcelain Interior + Automatic Delroster Cold Chest 
Stainless ke Cube Trays + 12-Speed Temperature Control + ice Cube Tray lifter | 
and many others—the result of 54 years of experience health, time and labor saving, low 


ered family budget as during the~ 
dreaded months of July and Augus 
And there is no other season when thy 


average appliance salesman can sure! 
earn so much by the sweat of he 
brow, than during the summer seaso: 
The only reason why this hasn't bee: 
more extensively discovered, is becauy 


too many are lazy or they have grow: 
The COMPLETE Refrigerator accustomed to accepting alibis—or tly 
perspiration required gives them prict 
ly heat ' 
LEONARD REFRIGERATOR COMPANY + DETROIT, MICHIGAN While competitors see the barre: 
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he obstacles, the hindrances which 
oem to stand in their way during the 
jammer season, alert merchants and 
ilesmen will plan to make hay while 
he sun shines. And they will hustle 
‘he more, because they know that 
ompetition, usually tigerish, is prob- 
asleep. 
\Vhat should an appliance merchant 
i to make the most of the unusual 
elling opportunity which the summer 
ywason affords? As I see it, (and in 
-his | am not cock-eyed in that I have 
-he records of 64 merchants before 
ve who made their biggest last 
ear's. killing when the ultra-violet 
ivs were beating directly down) 
-here should be these fundamental 
sromotional activities. I dare any mer- 
hant to attempt them without find- 
v that they are, in all reality, the pot 
+ vold at the rainbow's end for him. 
Che successful merchant, first of 
Al. must engineer a lot of exceptional 
wish and pull into his summer op- 
rations. From the push standpoint, 
nean those incentives which will ex- 
ite his retail organization to forget 
-heir hot-weather lassitude and drive 
harder, both on the floor and through- 
wit. the neighborhood for appliance 
ales. This is not only a matter of 
stilling more faith that a better sell- 
ng job can be done during July and 
\ugust, but the origination of con- 
ests which will inspire greater selling 
tivities. From the pudl standpoint, I 
nean the adoption of those promo- 
ional stunts which will draw more 
cople to the store than would other- 
vise come, and the inauguration of 
eighborhood campaigns that will 
itch buying interest of those who 
ire unresponsive to even such special 
ittractions. So, let me set down a 
ew pull and push promotional ideas 
ill of which have won their chevrons 
n the firing line) not alone because 
hey can be used themselves, but in 
he hope that they will prompt the 
rigination of other ideas by the in- 
vidual merchant. 
‘Ine good way to pull more store 
rafic is by organizing a continuous 
ound of home service lectures and 
iemonstrations, particularly of the 
irnival type, or cold cookery schools. 
These should be arranged strictly as 
‘{ucational and entertaining events, 
lesigned to teach housewives better 
womemaking methods. And __ they 
hould be aimed to stress use values 
ind savings that are particularly ap- 
ealing during summer months. They 
in be promoted by telephone, through 
etters to satisfied owners, by children 
listributing invitations through the 
veighborhood, by advertising and pub- 
icity. They should have the hook of 
itlering simple, inexpensive prizes. 
They can be used to manufacture 
iraspects for the outside organization, 
he the final weekly clean-up on 
‘rospects that are hard to close. If 
iven the right circus atmosphere, if 
onducted by some woman who knows 
ier demonstrating business and if ar- 
inged regularly to intimate groups, 
least three times each week in cool 
nd comfortable meeting places, un- 
sual trafic can be magnetized. With- 
» this general promotion, there are 
vintless angles which can be used 
' make your store hum with sales- 
‘inning popularity all summer long. 
\nother good way to pull a greater 
ercentage of street trafhc into your 
tore ys to pay particular attention to 
vir window displays during sum- 
er: being sure that vour windows 


are awninged with inviting shade. 

A good method of extending your 
influence into the neighborhood to at- 
tract the hard-to-get customer, is to 
fix up a display of electric appliances 
on a truck, spotting it at prominent 
residential corners. Have your outside 
salesmen go up and down the four 
blocks which bound the location and 
invite women to a use-demonstration 
at the truck. If organized with real 
news features, they will come that far 
where they would not get dressed to 
go down to your store. 

Curiosity can be used to bring peo- 
ple in. For example, suppose you save 
all the letters you receive for a few 
weeks, carefully open these with a 
sharp knife, then insert some special 
sales message and have them scattered 
throughout the neighborhood. The 
normal impulse is to pick up a lost 
letter and return it. Thus, without 
looking in, many will find and return 
such letters to your store. Those who 
look in will read the sales message 
and be attracted. Others, recognizing 
the novelty of the stunt, will discuss 
your store favorably. 

Or, to get into a neighborhood with 
fanfare to attract attention, you can 
organize a parade, a penny hunt for 
children, a little German band that 
will make those at home think of your 
store and its merchandise. 

By such methods of special pull, 
the alert merchant keeps the neighbor- 
hood spotlight on his store ; constantly 
attempting to magnetize greater traf- 
fic, and to reach other prospects who 
are avoiding the blister of hot busi- 
ness streets, and waiting on their front 
porches for some interesting diversion 
to happen within their block. 

Contests of all sorts should be used 
generously during summer to put spe- 
cial push into your outside organiza- 
tion. There are many which can be 
effectively organized and which have 
demonstrated driving power. My rule 
would be to use the old contest ideas 
such as the following: 

The “poker hand” sales contest al- 
wavs clicks. Place 52 playing cards 
in envelopes and permit each sales- 
man to draw an envelope for each sale 
closed or when a certain number of 
points have been won. At the end of 
the contest, the salesman having the 
best poker hand wins. Make the con 
test short and the prize really worth 
while. 

The old “punch board” idea can- 
not be beat. Each salesman who suc- 
ceeds in selling over a weekly quota 
should be provided the chance at a 
punch board. See that the punch board 
contains a number of small and worth- 
while prizes, and build it to cover a 
two weeks quota. 

The “I made it—I failed” plan en- 
courages unusual summer sales push. 
Set up a minimum weekly quota for 
each salesman and provide cards of 
the “I made it’, “I failed” type to 
each; the one applying to be pinned 
on the bulletin board with the sales- 
man’s signature displayed, covering 
each week's performance. [t is human 
nature to want to “shine out” and 
salesmen will employ unusual sales 
energy to avoid having an “IT failed” 
card thus displaved. 


Well, there you are. Summer is 
the hottest selling season for those 
merchants who plan to garner all the 
sales power out of it. But you can- 
not do it on 4 trout stream or golf 
ourse. 
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lron Fireman domestic models are quickly in- 
stalled in hot water, steam, vapor, and warm 
air heating plants. 


tron Fireman commercial and industrial stokers 
are made in a range of sizes for heating and 
power boilers up to 300 hp. 


You can make money 
Selling IRON FIREMAN 


AUTOMATIC COAL BURNERS 


Good territories still available 
Write for information 


The Iron Fireman Manufacturing Company is expanding its dealer 
organization and invites inquiries from qualified men or organizo- 
tions in the electrical appliance industry. 

This is a money-making opportunity. The automatic coal burner 
market has scarcely been scratched. In 1934 Iron Fireman sold more burners 
than in ony previous year. First quarter sales for 1935 indicate another ban- 
ner year. 

The installation of lron Fireman cuts operating costs, which is of utmost 
importance in every type of business and institution as well as in private 
homes. In four ways Iron Fireman literally pays for itself — (1) cuts fuel costs, 


(2) provides steady heat and power, (3) reduces labor costs, (4) eliminates 
smoke nuisance. 


Why Iron Fireman Dealers Make Money 


Iron Fireman gives its dealers thorough support. The Iron Fireman Company 
is the pioneer and largest manufacturer in its field. Iron Fireman advertising 
(20 national magazines being used in 1935) dominates its field. Effective direct 
mail and newspaper campaigns, sales literature, and sales helps of many 
kinds are available to dealers. The lron Fireman-LaSalle Extension University 
Sales Training Course is the only one in the industry. 

lron Fireman maintains a complete installation and service school for its 
dealers. In addition to this mechanical school at the Cleveland plant, the 
lron Fireman staff of district representatives and field engineers counsel and 
assist dealers in sales, merchandising, and mechanical matters. 


Write or Wire for Information 


If you are an established electrical appliance dealer and want to profit by 
the steady growth of Iron Fireman sales, write or wire for further information. 
If your territory is open, we shall be glad to go into the subject fully with you. 
References: Any bank, trust company, or commercial rating agency. Iron Fire- 
man Manufacturing Co., Cleveland, Ohio; Portland, Oregon; Toronto, Canada. 


IRON FIREMAN 


THE MACHINE THAT MADE COAL AN AUTOMATIC FUEL 


RON FIREMAN MANUFACTURING CO. 
1028 W 106 St.. Cleveland, O 


Please send information regarding Iron Fireman dealer franchise. 


Name 


Address 
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By canning, by home bak- 
ing and by oven dinners, 
Mrs. Letha M. Strong illus- 
trates three ways of saving 
money with your range 


Depression and Gas Com- 
petition Fail to Make Dent 
in Kansas City Power & 


Light Cooking Kw.-Hrs. 


Keeps the Ranges Rolling 


LOATING about the country 

these days are tales of families 

who are again tossing coal into 
the old cook stove, while their gleam- 
ing electric ranges stand unused near- 
by. Children are once more seen lug- 
ging home kerosene cans with potatoes 
on the spouts to housewives who think 
that coal oil stoves are the pinnacle 
ot economy. 

You would think that executives 
of the Kansas City Power & Light 
Company, down in the drouth coun- 
try, harrassed by the gas pipe lines 
from nearby Texas, and renting some 
1100 ranges, could tell stories like 
these which would break your heart. 

Thanks to a Home service depart- 
ment that stands like Horatio at the 
bridge, there is little of this in Kansas 
City. 

When Mrs. Letha M. Strong, its 
director, first got busy several years 
back, the chorus of complaints from 
range users sounded like Armistice 
Day. Today she and her six sturdy 
girls have it tuned down to a whis- 
per, largely by a policy of pulling the 
teeth of the situation in advance. 


New Range? Presto! 
A Service Girl 


First of all, a home service girl 
arrives on the scene the moment a 
range is sold or rented. Most of the 
Kansas City Power & Light ranges 
are rented, which makes it twice as 
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easy tor them to revert. The girl 
goes over the range with the new 
user, shows her all the gadgets, ex- 
plains the technique of operation, 
leaves a temperature control chart. 
One week later she returns. Mark you, 
this is important. She comes back now 
because the woman will have thought 
up a few questions of her own after 
this interval. Six weeks later the home 
service girl calls again, this time to 
explain methods of economy in opera- 
ting. By now an electric bill has come 
in to be explained, you will notice. 


The Why of Free Aluminum 


On the day of her first visit, the 
home service girl brings along some- 
thing not in the bargain. She presents 
the customer with some free sets of 
aluminum, a skillet, a sauce pan and 
an oven dinner set. 

“We do this in order to insure per- 
fect contact with the heating ele- 
ment.” says Mrs. Strong. “You would 
be surprised at the battered old pots 
and pans in most homes. We want the 
customer to get maximum benefit 
from the heat. Utensils that fail to 
make contact will waste quite a bit of 
current anywhere from $2 to $3.50 a 
year.” 

While the home service girl is in 
the home she points out to the house- 
wife the fact that a saving is being 
made on scouring powder and matches 
with an electric range. A can of scour- 
ing powder is used every six weeks 


with gas and lasts approximately three 


.months in a home with a range. 


Into the demonstrations betore au- 
diences there has come a change in 
Mrs. Strong’s technique. Gone is the 
flower that once always sat on top 
of the range oven. Played down is the 
talk about the coolness of an electric 
range in summer time. Instead she 
points out that a range is as much 
a tool to save money as a paring knife, 
and should be used as such. 

“I know that in the minds of those 
women is the realization that food 
prices have jumped from 11 to 30 
per cent,” she says. “I have talked 
to butchers who declare their busi- 
ness dropped fully 25 per cent with 
the rise in meat. With 22 million 
people on relief, there isn’t much 
chance of salaries jumping with living 
costs. All this is in the head of every 
woman who listens to a range demon- 
stration—how is she going to save 
money ?” 

The range is a device that can 
plane down family expense in a doz- 
en different ways, not a luxury, Mrs. 
Strong points out. In _ prosperous 
times families abandoned certain types 
of food preparation to professionals. 
Now is the time to start doing it 
again, and save the money that is 
spent for the prepared article. Bread, 
a big item, can be baked at home for 
a fraction of the bakery product cost, 
and the same is true with cake or 
pastry. Each month sees some vege- 


table or truit come on the market at 
a low price, and a range makes short 
cut of canning, at a big saving ove: 
the. grocery store article. Even baked 
beans can be turned out for a hungry 
family at much less than they can be 
bought. With food costs running up 
as high as 40 per cent of a family s 
income, there are opportunities tor 
tremendous savings by use of an ele 
tric range — and without the har 
work that used to go with such jobs' 


Oven Dinners Popular 


Passed out by the home service girls 
are menus for oven dinners which per 
mit an entire meal to be prepared at 
one gesture and with one heating o! 
the oven. Highly popular is the folde: 
of thrift cookery recipes, which shows 
how to turn out tasty dishes from the 
lower cost foods, from old bread, et: 

“The constant success of electri 
cookery lies in an unadvertised fact.’ 
says Mrs. Strong. “It will make a 
good cook out of a bad one. The es 
sentials of cooking are: 1. Accurate 
measurements. 2. Proper amount o! 
heat. With an electric range, for the 
first time, control of heat becomes 
easy in a woman’s hands. In fact it is 
half the battle—an ordinary cook is 
improved 50 per cent. And while 
our talks on economy are in line with 
the times, the fundamental ‘advan 
tages of electric cooking such as these 
are what make ranges go marching 
on to success year after year.” 
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COAST 


PLANS 


Active Summer 


Rental plans, low terms, trade-ins, 
“trials”, free wiring and straight 
campaigning are all being featured 
by western power companies 
in drives to electrify the kitchen 


NUMBER of interesting ex- 

periments in range selling are 

under way on the Pacific 
Coast. In British Columbia a rental- 
payment plan is being tried, while 
actual rental of ranges is in use in 
one or two of the smaller California 
districts. Seattle sees both the Puget 
Sound Power & Light and the City 
Light offering extremely low monthly 
payments. Increasing emphasis on 
dealer sales is widespread, with vary- 
ng details as to the form in which 
cooperation operates. 


Puget Sound Offers Low Terms 

Long term payments designed to 
interest the consumer in the lower 
salary brackets were initiated by the 
Puget Sound Power and Light Com- 
pany early this year in an aggressive 
campaign which enlisted dealers and 
plumbers, as well as their own em- 
ployees. Their offer permitted pay- 
ments as low as $1.95 down and 
$1.95 per month, where a home is 
ilready wired, or $2.35 and the same 
amount per month where wiring must 
be installed. A similar offer was made 
on electric water heaters, with the 
turther stimulus of a ¥%c rate. A 
Hotpoint range and a Hotpoint auto- 
matic water heater with a monel 
metal tank are being featured. Dealer 
participation takes the form of $10 
and $15 bonuses respectively for the 
sale of a range or water heater, paid 
in ten monthly installments. The cus- 
tomer’s credit must be established with 
the power company, of course, before 
the contract is assumed. Substantial 
cash awards are paid to employees 
tor prospects later sold. Because of 
the low payments, it is necessary for 
the range or water heater to remain 
ux months sold before the award 
s paid. The campaign started Jan. 


.21 and is now in its second phase, 


which will last well into June. Sev- 
enty new salesmen have been added 
ro the company’s staff in support of 
this activity. A quota for this event 
ot 3,600 ranges and 3,400 water heat- 
‘rs 1s set for company sales, and it is 
expected that dealers will sell a pro- 
portional amount. Last year the total 
sales of ranges by company salesmen 
was 1,192, while dealers reporting 
old 478. The quota for 1935 is 5,- 
100 ranges tor the company. 

The Seattle City Light Department 
s making a similar offer of West- 
nghouse, L & H or Hotpoint ranges 
‘or a $1.75 down payment and $1.75 
ver month and water heaters for $2 
lown and $2 per month. They also 
imnounce that the cost of wiring has 
neen reduced by 50 per cent. City 
sales tor 1934 amounted to 1,154 
inges and a quota of 1,500 has been 
et tor this year. 

Somewhat similar, but couched in 
iitferent terms, is the“ Pay Like Rent” 


By 
CLOTILDE GRUNSKY 


RANGES 
SOLD 1934 


By By 
Company Dealers Company Dealers, 


B. C. Electric Railway 


(Vancouver) .——. 170 
California~-Oregon 
Power Co. 
Mt. States Power Co. 
Tacoma City Dept... 285 
Montana Power Co....... 374 
Idaho Power Co... 811 


Northwestern Electric none 
Pacific Power & Light 486 


Portland General 


65 (with dealers) 


2,000 (with dealers) 


QUOTAS 
FOR 1935 


By By 


130 300 100 
100 (with dealers) 


3,000 (with dealers) 


100 600 

no report 359 
475 885 5 
537 none 550 


no report 540 


Electric 818 +08 2,000 (with dealers) 
Seattle City Light... 1,154 no report 1,500 
Puget Sound Power & 
The Washington Wa- 
ter Power Co... 561 (with dealers) 750 (with dealers) t 
Pacific Gas & Electric 2,479 (with dealers) 4,000 (with dealers) 
Alameda City Dept... 9% 10 365 (major units) j 
Sierra Pacific Co... 12 419 10 490 ’ 
Valley Electrical Sup- ; 
1,212 (with dealers) 1,500 (with dealers) 
Valley Electric Light & . 
115 250 
Burbank City Dept. 44 19 
L. A. Bureau of Pow- 
2 none RR4 none 1,100 
Glendale City Depart- 
ment 272 
Southern California 
none 3,219 none 4,600 
The Southern Sierras 
506 
Southern Colarado * 
124 228 
Utah Power & Light 
912 1,000 
The Western Colorado 
Public Service Co. of 
196 25 
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plan of the B. C. Electric Railway 
Co. This also is a cooperative plan 
featuring long time payments. The 
range selected is a Hotpoint model 
which, in addition to the manufactur- 
er's insignia, will bear the name 
“BEECEE” in the lower left hand 
corner ot the oven door panel. The 
range is offered at an installed price 
of $160 (automatic timer extra). 
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When the contract is signed, the cus- 
tomer is asked to make three monthly 
payments of $2 in advance, his next 
bill then being sent him on the fourth 
month. After 65 consecutive monthly 
payments have brought the total up 
to $130, the company cancels the bal- 
ance of the amount owed and gives 
the customer a receipt in full. In case 
the house is already wired for cook- 


ing, the total amount is $120 and a 
receipt is given after payment of $90. 
ese terms avoid all discussion of 
carrying charges and extra costs of 
wiring and installation. In fact they 
operate, as the name of the plan in- 
dicates, like the payment of rent. 
Dealers who sell ranges under this 
B. C. Electric plan, receive $12 in 
semi-annual payments, which are 
lumped at the end of June and Dec- 
ember of each year, on the basis of 
payments from customers actually re- 
ceived. Dealers are provided with ap- 
plication cards which are signed when 
the sale is made and forwarded to 
the power company for approval of 
credit. No down payment is asked, 
this being collected by the power com- 
pany representative at the time the 
final contact is made. Installations 
are made through members of the 
Vancouver Electrical Association at 
a flat rate. Ranges are furnished deal- 
ers for display on consignment. Deal- 
ers without display space are per- 
mitted to bring prospects to the near- 
est B. C. Electric display rooms. The 
power company crew of outside sales- 
men are also at the disposal of the 
dealer who wishes their aid in helping 
to close a deal. A system has been 
devised so that the dealer first re- 
porting the name of a prospect is 
entitled to the commission, although 
if another dealer actually sells the 
prospect he is, of course, credited with 
the sale. Salesmen of the B. C. Elec- 
tric receive exactly the same commis- 
sion on ranges sold through dealers 
as on sales initiated by themselves. 
A trade-in allowance is made on 
coal ranges, credit being given on 
the final payment. Those already in 
possession of a gas or electric range 
must turn it in to take advantage of 
the long term payment plan, receiv- 
ing no other allowance than that al- 
ready provided for in the final adjust- 
ment under the plan. Repossession 
means a forfeiting of all payments 
to date and also of any trade-in al- 
lowance. The program started March 
1, 1935 and runs until further notice. 


Four-Year Range Plan 


In Riverside, California a flat rate 
payment plan has been in use for 
some months by the Southern Sierras 
Power Company. Here the period al- 
lowed is four years and the payments 
are so adjusted that they cover every- 
thing, with no extras. All the sales- 
man has to do, therefore, is to show 
the customer a picture of the range 
and to tell her how much a month 
it will cost. George T. Bigelow, man- 
ager of the commercial department, 
credits this plan with a doubling of 
range sales, which was a happy fea- 
ture of the Southern Sierras Com- 
pany’s commercial picture for the past 
year. 
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The race for business in the electric refrigeration field 1+ 
one race in which the favorite is bound to win. And Frigid. 
aire ranks number one in public preference. Dealers whe 
appreciate this fact are those who also appreciate the value 
of the Frigid. 
e 

aire tranehose 


Tet MOTORS REFRIGERAT OF 
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“Jfjome oOo 


more than thirty years in the elec- 

trical merchandising business, [ 
iscern two qualities which we old- 
vers had which I highly esteem — 
ve had guts and we had enterprise. 

tack wm 1912 or thereabouts, the 
zhting company in Los Angeles 
aned its residential customers 10,- 
electric flat irons—approximately 
‘1 iron per meter. After a reasonable 
vrerval the company filed notice that 
‘ese loaned irons would be recalled 
aless paid for, and—9,500 were kept 
ad paid for. 

+ was stunts like this: which gave 
p, sing and zest to the appliance 
visiness in those days. A present-day 
redit manager would swoon com- 
ietely away at the mere suggestion of 
-he cvock-eyed successes we pulled 
if. He would say it couldn’t be 
ione, and so it wouldn’t be tried, 
ind so the book-keeper would put in 
. requisition for another barrel of 
ed ink. 

\nother case of apoplexy for credit 
nen: 

We used to send 


[ ire tar back over a span ot 


wit Hat irons and 
-oasters by messen- 
ser in what were 
alled “blind pack- 54 


ies”. The bundle 
hore no return ad- 
iress—only the name 
the addressee. 
The A.D.T. simply 
vanded it in, shoved 
‘orward his book for 
eceipt, and beat it. 
\ tew days later the 
rhe salesman appear- 
‘d went through his routine and either 
ollected the cash or an installment 
order. 

Che particular case with which I 
un personally familiar resulted in 202 
sales out of 225 “blind package’’ ap- 
rliances placed on trial. 

. * 


(;eorge Williams, who learned his 
yvusiness selling Welsbach gas mantels 
‘rom door to door, was sent by Mr. 
Joherty to Madison (I think it was) 
‘o tind out why the gas range sales 
1ad evaporated. The answer was easy. 
weren't selling any gas ranges— 
"hey were trying to give them away. 

\nd the public, looking these 
zitt gas ranges in the burner, said in 
‘tlect, “Nix! If Henry is handing out 
‘ree gas ranges he is getting it back 
vy gearing up the meter. We will 
wack to the old wood-burner.” 

yo George wired for a carload of 
he finest gas ranges then procurable, 
zave them a profiteer’s mark-up, and 
wld more ranges at fancy prices in 


) days than the company had been 


ible to give away free, gratis and for 
wothing, in the previous six months. 

Uhe moral of this incident is that it 
ynt the price that sells appliances, 
t is the reason for the price. 

* 

There recently has been a great deal 

t solemn discussion about utilities 


Things 


financing or absorbing the cost ot 
range installations. 

The idea dates back 21 years and 
was applied upon — of all things! — 
electric washers. The light company, 
in order to stimulate dealer washer 
machine sales, offered to install free 
wiring for washers in any unwired 
home. A thousand circulars were sent 
out, 16 sales were made, which was a 
whale of a volume of washers in those 
days. 

The point here is that the over- 
coming of installation cost resistance 
sold merchandise and put load on the 
itility lines. 

We had a stunt 
‘5 years ago that 
might well be em- 
ployed today by com- 
panies having sub- 
urban and rural ter- 
ritory. I believe the 
scheme was begun 
by somebody in Bos- 
ton Edison—anyway, 
it worked like this :— 

They built a por- 
rable electric home 

what mean, 
t could be taken 
apart and re-erected from town to 
town—size 84 feet by 34 feet, and 
containing living room, bedroom, kit- 
chen and laundry, all fully electrically 
equipped, of course. 

The proceeding was to borrow a 
vacant lot in a suburb, canvas the 
social leaders to act as hostesses from 
day to day, have a couple of com- 
petent salespeople on the job, and 
issue invitations. The result was—25 
years ago—that we had an average 
of just 100 visitors a day, all village 
folk whose names were secured and 
whose interest in the 
several appliances 
were noted. 

Would the same 
idea work today? 
—who knows? Co- 
operating with the 
dealers in different 
territories I believe 
it would. It worked 
in the old days — >. 
sold appliances, built 
load, cemented good- 
will. You are in business today to 
accomplish exactly those same ends. 

\ year or so ago, my _ good 
tnend Walter Daily put on a 
nost spectacular example of whole- 
sale publicity — that train called 
the ‘42nd-Street Special” which 
carried appliance demonstration cars 
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trom Film- 
secured 


and movie celebrities 
land to New York. 
a most amazing volume of “free 
space’, displayed his company’s 
wares to equally amazing crowds of 
interested prospects, and altogether 
achieved a masterpiece of showman- 
ship. 

But shucks; Walter, you got the 
idea 23 years after it has been done 
most successfully by Pacific Gas & 
Electric Company and also by C. 
Walter Jones when he was commer- 
cial manager of Utah Power & Light. 
The fact that the “42nd Street Spe- 
cial’’ was such a huge success 23 years 
after the first train 
of similar intention 


had been utilized 
gives point to my 
contention that it 


isn’t the age of the 
idea but the merit of 
the idea that counts 
in advertising and 
merchandising. Too 
many of us want 
“something new”. 
Walter was keen 
enough to either re- 
create or adapt an 
idea that had been proven good a 
quarter of a century ago. Woolworth 
(5 & 10) adapted or re-created a 
merchandising idea that had been 
proven a money-maker by the Pheeni- 
cians several thousands of years ago. 
It all depends upon the idea—and the 
skill of the. man who executes it. 


I might at this point wax literary 
and quote Mr. Kipling’s retort when 
somebody accused him of plagiarism: 
“When ‘Omer smote 'is bloomin’ lyre 

‘E’d heard men sing by land and sea, 
And what 'e thought 
e might require 

E went and took, 
the same as me.” 

The point being 
that ideas-take a long 
time percolate 
through the years, 
with each of us add- 
ing a trifle, refining 
lial the technique and 
= perhaps adding some 

sparkle and vitality. 

That is what Walter Daily did to the 

demonstration train idea, and that is 

about all any of us can hope to do. 


The lighting fraternity is pretty 
much agog over the sight-meter — 
and rightly so. The phonetic cell gad- 
get has put lighting back on the in- 


aad to Do 


By FRANK B. RAE, Jr. 


tustry map in a very large way, and 
ill praise to it. 

But did you know that back in 
'911—that is 24 years ago, if my 
withmetic is right — we employed 
"he same idea to busting up a muni- 
ipal ownership raid upon the Lincoln 
(ll) Water and Light Company by 
‘anging up a row of the company’s 
treet arc lamps and a row of the 
amps proposed by the municipal own- 
ership johnnies, and sold our goods 
by means of home-made luminometers 
constructed out of shoe boxes. 

I personally shudder to think of the 
degree of inaccuracy of those crude 
sight-meters, but the point I make 
is that we had the enterprise to build 
‘em and the effrontery to use ‘em, 
and thereby sold a street lighting job 
that was as good as in the bag for 
the opposition. 

Resourcefulness seems to have been 
one of the qualities we enjoyed in 
this business a quarter of a century 
back. 

I recall a merchant in the South- 
west who sent out a flock of very cheap 
ct.culars in the 
iutumn, announcing 
that he would trade 
in new table heating 
appliances for old 
fans. On the trade, 
he priced the heating 
appliances at list and 
demanded a sharp 
discount on the fans. 
Next spring, after 
the first real hot 
day he sent out 
another circular ad- 
vertising some pretty 
good bargains in used fans. He had 
reconditioned the buzzers at odd times 
during the winter, tagged them with 
the name of the original owner, and 
in the spring he sold them back to 
those self-same original owners at a 
neat profit. 

This stunt was good for about 200 
transactions upon which he made his 
full profit on the heating appliances, 
kept his service man out of mischief 
during the winter and made another 
profit on the rebuilt fans in the spring. 

* 


These random memories suggest to 
me that the difference between our 
early electrical merchandisers and the- 
present crop is similar to the differ- 
ence between confidence and fear. 

We fellows in the early days were 
willing to try anything once. We were 
a cheerful gang, on occasion singing 
“Sweet Adeline” to a patrolwagon- 
ful of cops at 42nd and Broadway. 
We believed in the essential honesty 
of our customers. We believed in the 
integrity of electric service and in 
the do-or-die determination of our ap- 
pliance manufacturers. 

Something of that spirit of Francois 
Villon should return to this electrical 
merchandising business of ours. It is a 
swell business. There is plenty of 
money in it. And it still holds the 
high spirit of adventure. 
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R-334—4.32 cubic feet. Ice Model R-615—5.16 cubic feet. Ice 
capacity 4', Ibs. 63 cubes. 


A SPECIAL 
MESSAGE TO 
REFRIGERATOR 
DEALERS 


DEPENDABILITY. For 33 
years the name “Atwater 
Kent” on a product has been 
aceepted as the “hall-mark™ 
of quality and dependability. 
This name has become justly 
famous for excellence of work - 
manship, rigid standards of 
inspection, and infinite care 
in all details of manufacture. 
This reputation for dependa- 3 3 
bility is the assurance that 
Atwater Kent Refrigerators 24) | 
erern meet the same rigid standards 
of excellence. It is the pledge TONY 
256-6.15 cubic feet. Ice of real performance ... a re- Model R-547 —7.13 cubic feet. Ice _ 
capacity 8 Ibs. 112 cubes. frigerator that will operate making capacity 8 Ibs. 112 cubes. 
efficiently and economically. : 
Prirce subject to change withewt netwe 
ATWATER KENT MANUFACTURING COMPANY + A. ATWATER KENT. PRESIDENT - PHILADELPHIA. PA. 
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(Below) P. A. Thompson, sales pilot 
with his coachparked in front of 
store of Val Zimmerman, Rochester, 
indiana. He removes the name of 
the dealer from the coach as he 
moves on to next town. 


(Above) Central Power Co. coach, 
Grand Island, Nebraska. 


IKE the pioneer manufacturer of 
grandfather’s day who peddl- 
ed the product of his crafts- 

manship from door to door, using a 
horse and wagon as a means of trans- 
portation, automotive sales coaches, 
manned by trained salesmen and ex- 
perienced home economists, now tra- 
verse the countryside, taking the most 
modern electrical servants — refriger- 
ator, range, dish-washer, water heater 
and smaller appliances direct to the 
door of the prospect. 

In G-E’s motorized merchandising 
program there are really three dis- 
tinct types of operation—by distribu- 
tors, by dealers and by sales coach 
pilots. Use by utilities might be term- 
ed a fourth type since the power and 
light companies, not infrequently, use 
the sales coach in a somewhat dif- 
ferent manner than the other three. 

Motorized equipment varies in size 
from the large kitchen coaches, with 
their complete electric kitchen layouts, 
to the smaller coaches operated prin- 
cipally by dealers, sales pilots and util- 


Trade with the Boys” 3 


— 


ities. The smaller coaches perform vir- 
tually the same functions as the large 
kitchen coach. They carry much the 
same equipment in the way of major 
and small appliances, and while less 
commodious, are more flexible and rep- 
resent considerably less investment. 
The distributor found the kitchen 
coach a productive medium for con- 
tacting and aiding dealers in devel- 
oping sales. Dealers, operating their 
own coaches, are enabled to extend 
radius of operation by contacting a 


‘greater number of prospects. The 


sales pilot, operating for the most part 
in small or rural communities, dup- 
licates to a large extent, but on a 
smaller scale, the operation of the dis- 
tributor, by appointing agents or sub- 
dealers in small hamlets and carrying 
the story and products to the far-flung, 
out-of-the-way places, not worked as 
a general rule by regular appliance 
salesmen. 

The advantages of sales coach plan 
of merchandising are many. Among 
the outstanding might be mentioned: 
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ABC WASHERs 


(Left) E. H. Abernathy, sales man- 
ager, and John Shugart, star Kel- 
vinator salesman of the McKelvey 
Coats Furniture Co., Birmingham, 
Ala., with the sales coach, a 15,2 
ft. trailer carrying six refrigerators. 


(Above) G. E. sales pilot coach operated by Haried Home Appliance 
Co., Aurora, Ill. Dealer Harried on right. 


(Top) Sales coach of GE dealer, H. S. McKeown, Spartanburg, S. C. 


the 


Summer the Best Time to Carry 
the Goods to the Small Prospect 


One: Facilitates the opening of 
new and _ sparsely-settled territory. 
Makes possible the contacting of the 
so-called forgotten home, or the pros- 
pect far off the beaten path. Permits 
thorough coverage of territory. 

Two: Affords the easiest and quick- 
est means for a distributor to get a 
dealer interested. 

Three: Takes the product to the 
point of sale. By permitting the pros- 


pect to see before buying, creates an 
immediate desire of ownership. 

Four: People are attracted to the 
coach. Visiting the display coach of 
his or her own volition, the prospect 
is in a more receptive mood than 
when contacted in the conventional 
manner. 

Five: The sales coach is intensified 
canvassing. It permits more calls. 

(Please turn to page 44 
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Monel Metal maxes 


@ Babtes will 
to bayhood, 
vanhood, BECOME 
OOTERS, before the 
d4Vantee ona 
tonel Metal tank 
nt Yer 

engmeers tell 
me tank itself 
many times better 


tt 


@ lank-venerated rust will never cloud the water trom these heaters. . 


Monel Metal tank simply cannot rust 


Water Heaters 


Takes corrosion risk out of Rentals 
and Long Term Payments ... new 
models are equipped with tanks 
Guaranteed 20 Years 


REASURERS who have wondered what rust and 

corrosion might do to rental and easy payment plans 
can again rest easy. For with the new models, rust and cor- 
rosion are out of the picture. Their Monel Metal tanks can 
never rust. Attacks by the most actively corrosive water 
come to nothing when they meet the resistance ot chis 
Nickel-Copper alloy. 


Whitehead* welded Monel Metal tanks are guaranteed for 
20 years. Exhaustive engineering tests indicate a life many 
times that long under severe service conditions. 


HOTPOINT, WESTINGHOUSE, WESIX all make 
Monel Metal models, and so each offers an appliance that 
can be sold with safety on the most sales-impelling terms. 
An appliance that will outlive the longest-running con- 
tract any purchaser would care to sign. An appliance that 
gives water heater financing a sound foundation. 


That's the kind of appliance that builds enduring good 
will among customers . . . and the kind that it’s a real 


pleasure to sell. 
*Reg.U_S. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


Monet METAL 


Monel Metal 1s a registered trade-mark applied to an alloy con- 

ramming approximately two-thirds Nickel and one-third c« r 

Monel Metal is mined, smelted, refined, rolled and marketed 
ETA 


wlely by International Nickel. 
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HO HAS NOT, on a rain 
day, watched the housewives 
splash into grocery stores 
and pull packages off the shelves” 
“Oh, for an item as staple as can 
ned corn in this electrical business” 
you sighed 
A remark lke this in tront 
Henry F. Birkenstock, sales manage 
ot radio tor the Famous-Barr Depart 
ment Store in St. Louis, is good tor « 
couple of pish-toshes and a “‘bolone 
out of him. For Henry struggled 
the top in a Kroger grocery store be 
tore he shook the cookie dust trom his 
feet and started peddling appliance: 
tor Bigalte down in St. Lous 
“This talk about radio becoming 
a package item is grossly exaggerated, 
like the original report of Mark 
Twain's death,” he told Electrical 
Merchandising. “Here at Famous- 
Barr we probably have the best floor 
trafic in the city. We have one of the 
largest radio departments. Yet only 
a third of our radio sales are originat 
ed in the store. Some 70 per cent are 
created outside.” 
A chase down proposition 
The vast majority of the radi sets 
in St. Louis, Mr. Birkenstock finds, 
are more than four years old. Radio, 
being a delicate instrument, is con- 
stantly getting out of repair. Old age 
and necessity tor service bring about 
a point of disgust at which the owne: 
becomes a prospect tor a new instru- 
ment 


isn't hard to get in touch with owners 
of old machines. Simply listen to apart- 
ments on a summer evening. 


orget 
ACKAGE ITEM” 


Henry F. Birk 
enstock has his 
boys calling on 
all customers 
who bought 
four years ago 


alk About 


ADIO 


Famous- Barr, St. Louis, noted for floor 
traffic, gets 70% of volume through calls 
— Resumes demonstrations for new reason 


“The salesman who happens to con 
tact this owner at this pomt can make 
a sale,’ declares this Famous-Bar1 
executive. “When | came to the store 
in January from Bigalte’s, there- was 
no outside activity in getting radio 
business. Some 10,000 cards of tormer 
customers were peacefully gathering 
dust. Owners who have had sets tour 
years or more are worthy ot a call, 
and we are digging into this list. 
We've been about 15% ahead ot last 
year consistently, month after month, 
as a result.” 

Discovering these old squawkies is 
no problem. Any man out on a sum- 
mer mght can listen at apartment 
windows and hear the raucous relics. 

Home demonstrations for 
com parison 

Atter abandoning the habit tor 
years, the practice of giving home 
demonstrations is coming in again 
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with kamous-Barr. “This tame it as te 
get a new set out beside the old one 
and show it up. Mr. Birkenstock 
makes the practice ot checking the 
prospect's credit betore sending the 
machine out, however, and rarely loses 
more than one sale in twenty-five 
The ample trade-in allowance on 
old machines of course is the spark 
plug which gets action, he states. 
Famous-Barr has three men and 
three women selling. They punch no 
time clocks, come and go at will. 
Three days they are on the floor with 
a drawing account of 35¢ an hour. 
and three days they are out calling. 
The drawing account is, of course 
assessed against comnussions. The tou 
service men work out of the ware 
house, taking St. Louis by divisions. 
Recently the, were given a commuis- 
sion on sales. One hopped immediately 
to the income of a salesman but the 


remamung three have done little wath 
the opportunity 
Auto radw jobbed out 

On auto radio—the house handie 
Sparton, Stromberg Carlsor 
Philco and Motorola—the installatior 
is made through arrangement. Thi 
radio is sold on a dollar down. 6 pe: 
cent, basis (all other radio as §$ 
down). If the customer's credit check: 
up, he is handed the radio in the stor: 
and told to take it to the service mai 
It the credit is not up sufhciently, an: 
the store teels justified in taking th: 
risk, the set is sent out to the servic’ 
man tor urstallatior 

Famous-Bari sets its radi daepar’ 
ment apart from major appliances. (>) 
another floor, under the wing of San 
Gross, it carries on the John Fo Dy 
zell tradition. Sets sold are R¢ 
Victor, Garunow, Howard, and vist 
ally every other mak« 
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These contests and promotions 


will help keep your sales- 


men from playing hookey 


F money rewards were all that 

was necessary to keep a sales 

crew active, life would be one 
vlad sweet song, and more managers 
would have time to take their golf 
seriously. 

Unfortunately, like babies tire 
ot their toys, the genus salesman 
quickly grows bored with the best 
proposition in the world. In summer 
time, a season crowned with ball 
games, swimming, picnics and all 
around pleasures, the pull of this fun 
makes the mental fatigue of work 
more infectious than ever. 

“What can I do to keep those birds 
hitting the ball?’ asks many an ex- 
ecutive. 

To answer this question some of 
our best minds have sat on the floor 
and played with blocks, have con- 
jured puzzles sports and games into 
the sales picture in an endeavor to 
link up variety, pleasure and charm 


into business. What has worked is re- 
lated in part in this series of inter- 
views with men on the job. Some of 
the ideas may sound funny to you, but 
remember, they kept the old wheels 
turning. 


BROADCASTING A 
SUMMER SALES STIMULATOR 


Radio advertising, broadcast in the 
morning when the housewife is do- 
ing her stuff, has been reported as be- 
ing unusually effective in developing 
leads for nrajor appliances this spring 
and summer. 

Dean of the profession is Miss Hal- 
loween Martin, whose voice on the 
Musical Clock for Marshall Field & 
Company has been heard for years 
over KYW, oldest commercial station. 
and more recently with WBBM. 

“To te e'Tective, you have to put 
vourself in the position of one talking 


Radio is effective 
in getting leads 
for summer appli- 
ance sales, and 
Halloween Martin 
of Marshall Field 
& Co. tells how to 
do it. 


Jack Miller, Chicago dealer, promises his boys a boat ride and picnic if 
they make their quota. No, this isn't his boat, but it gets over the idea. 


over a backyard fence,” declares Miss 
Martin, who happens to be a great 
grandniece of Sarah Bernhardt. “Use 
common little words and stress the 
advantage of the product to the 
listener. Pompous words like ‘store 
wide sales,’ ‘amazing bargains,’ and 
‘staggering values’ are pure bla-bla to 
the housewife. “For years I made it 
4 point to go over to Field's when- 
ever possible and look at the mer- 
chandise | was to talk about. It sort 
otf gave me a feel of the subject and 
I did not hesitate on the Musical 
Clock to extemporize when I saw 
something that was not in the copy. 
This homely touch has made it more 
effective, I think.” 

Any electrical dealer contemplating 
a broadcast will do well to choose a 
girl who speaks the dialect of the 
region, Miss Martin thinks. Any 
person speaking with a broad “a” in 
Des Moines would not be convincing. 
The natives demand expressions and 
terms that jibe perfectly with their 
own idiom. 

The messages should be short, Miss 
Martin argues, not lasting more than 
two minutes. If the speaker is smart 
she will tie her copy in with the 
weather and other news, such as “I 
know on a hot morning like today a 
lot of women dread having to go to 
the laundry and wash till they are 
feverish. There is no need doing this 
when you can step to the telephone 
and have a washing machine sent out 
on demonstration without charge. 
From then on a dollar a week will pay 
tor a wonderful new Blank machine, 
and you can look forward to Monday 
as one ot the joyous spots of the week. 
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GIVE THEM A 
SAIL OR PICNIC 


What the promise of a party is to 
a little girl, the chance to go out in 
a boat or on a picnic is to a salesman, 
thinks Joe Isaak, of the General 
Radio & Electric Company in Chic- 


“A fellow will do his darnedest to 
get some results if he thinks there is 
going to be some fun when the work 
is over,” says Joe Isaak. “My boss, 
Jack Miller, owns a sailboat. You 
know it is possible to build up quite 
a lot of interest if you put so much 
in the kitty for grub when certain 
sales are made, so much more for a 
case of beer when something else is 
sold, etc. up to the final quota which 
rates a boat ride.”’ 


OUTSIDE-INSIDE MEN CONTEST 
GOOD WILL BUILDER 


The combination contest has been 
found a good one for every organiza- 
tion. that works through inside and 
outside men. It is a great creator of 
better feeling. The idea is to pit one 
store against another—or separate-the 
sales force into two groups—each one 
containing a proportionate mumber of 
outside and inside men. Common- 
wealth Edison Company uses this me- 
thod. All the tips turned in by each 
group go in a common pot and the 
one making the greatest number of 
sales wins the prize. Commissions are 
paid where sales are closed. 

Commonwealth Edison Company 
calls its setup a “pink lead” system. 
Everybody originates leads. Major ap- 


\ | pli 
dif 
\ 
th 
w! 
ru 
sa 
le: 
; su 
if 
\ 
m 
u 
\ 
: 
ol 
li 
p 
| 
h 
a 
ago 


siance men find possibilities for small 
ippliance sales, small appliance men 
jig up refrigerator and washer pros- 
pects. Floor men inside get leads for 
-vervthing. In January, for instance, 
there were 1,376 leads turned in of 
which 176 turned into sales. In Feb- 
-uary there were 1,438 leads and 245 
ales. In March there were 1,719 
leads and 480 sales, and April saw 
|.616 pink leads with 442 sales re- 
sulting. 


TWO HUNDRED POSTCARDS 
A DAYPACK A PUNCH 


\When the sun is hot and the legs 
ire weary, the post card is a lifesaver, 
declares Ted Johnston of the Beverly 
\ppliance Shop, Chicago. 

“Every working day of the year we 
sail 200 post cards to users of appli- 
ices purchased in our store,” says 
\Ir. Johnston. “This gives us a com- 
plete coverage through the mail, con- 
tacting all of our customers about 
once every sixty days. People seem to 
like this interest and many good pros- 
pects are sent to us by our customers 
as a result. Before inaugurating this 
system we found that customers 
would wander off and buy other items 
from competitors when we might have 
supplied the need.” 

Summer socials and club affairs are 
most common in Chicago, particularly 
outdoor type. The Beverly Appliance 
Shop tries to keep posted on these 
tivities and wherever possible dis- 
plays appliances. 


BETTING PEPS UP 
SALESMAN'S INTEREST 


Noting how the Derby attracts 
salesmen's interest like a honey pot 
does flies, Louis Moser of the Guar- 
anteed Electric Company, Chicago, 
trequently organizes in summertime a 
betting plan for his salesmen. Only 
in this case the salesmen themselves 
are the horses, handicapped to their 
past record. Also in this case the house 
puts up the money, so much going in- 
to the kitty on each sale. Well, at any 
rate, down the blackboard go the men 
ihead a little each morning until fin- 
illy the winner passes the tape. 


NEWSPAPER ZIPS UP 
SUMMER SELLING 


\ hand made paper, pecked off on 
typewriter and published by plano- 
zraph, greeted salesmen for the Pub- 
Service Company of Northern 


inois this summer when they went to 
bat on a water heater and refrigerator 
sales activity. Called the “Button 
Pusher” it was believed that the en- 
tirely different appearance of the 
mailing proves stimulating. In addi- 
tion to much data on the subject, the 
chief builder-upper for each period has 
his picture printed. 


HANDING A HOTPOKER 
TO THE LOW MAN 


Longfellow, in writing the poem, 
“Into each life some rain must fall. 
some days must be dark and dreary,” 
didn’t go on to tell how quickly a 
fellow scrambles in out of the rain 
once he gets wet. 

Veteran Clinton Brown, campaign 
manager for Edison General Electric 
Appliance Company, has come to re- 
gard as his favorite the contest that 
works on the fellow whose life is dark 
and dreary. He has found that the 
crew manager who stands at the bot- 
tom of sales activity and wins a booby 
prize will be highly active in unload- 
ing it. 

Nub of Mr. Brown's reverse Eng- 
lish plan is to see that the low man 
each week gets something which will 
tell the world he is low man. At the 
end of this period—provided he is able 
to get his crew to struggle out of the 
bottom position—he has the privilege 
of passing this on to the next fellow. 

This spring Mr. Brown is supply- 
ing public utilities groups with the 
Kitchen Setter, designed by the artist 
Hans Flato. Another triumph of his 
was a Tombstone, with the words 
“Dead men smell no sales.”’ He has 
tound effective the Sponsor’s Spittoon, 
a loving cup made out of spittoon 
metal. The Booby Bird was a success, 
likewise Picaticus Missquotacus, a fish 
that swam backwards. 


TIE THE GOAT 
OUTSIDE 


“(Coat-getting’”’ was actual and not 
theoretical in the case of a Thor 
washer and ironer sales drive recently 
conducted by the Kentucky Utilities 
Company with headquarters at Lex- 
ington. L. W. McLellan, general 
commercial manager, bought four 
goats and. awarded them each week 
to the office holding the lowest posi- 
tion in each of the company’s four 
divisions. Prize money and_ special 


terms were used as sales inducements, 
but Mr. McLellan declares that the 
goats were the main incentive to real 
sales effort. 


No, this is not a Kentucky colonel, but a Kentucky goat used in a recent 


sales contest. 
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“What ho!” cries visitors to the office of booby prize winners. “What 
have we here?” Result is, redoubled efforts to get rid of it. 


“Going to fire up a big oven to cook a weensie roast that size?” asks 
Commonwealth Edison salesman Louis Vangen as he demonstrates cool 
summer cooking in a Chicago wide roaster campaign. 


COOL COOKING IS 
CHICAGO UTILITY 
ACTIVITY 


When O. R. Hogue of the Com- 
monwealth Edison Company tore off 
the April calendar he felt that the 
time had arrived to introduce to Chic- 
ago a new product, the electric roaster 

On the edge of the hot season, this 
plan was followed to get the campaign 
clicking. 

First the salesmen were invited to 
a presentation and served with food 
cooked in roasters. Next, each one of 
them was handed a roaster to take 
home and try out. He was asked to 
do some cooking on it personally, find 
out himself how cool the job was, how 
little the roaster cost to operate. Tied 
to the roaster was a proposition: Sell 
12 and it became the salesman’s pri- 
vate property. 

Once the salesmen tried working 
the neighborhood from a wagon they 
had a pretty good idea of what this 
new product was all about. Some idea 
of how the plan is going over may be 
formed from the fact that in one day 
the Commonwealth Edison sold’ 59 
Everhot and Nesco roasters, ranging 
trom $13.95 to $17.90 with pan. 


COPIES THE 
FULLER BRUSH MAN 


When in “The Three Little Pigs,” 
the “Big Bad Wolf” called that he 
was the Fuller Brush Man, he paid 
tribute to how universally accepted 
these outside salesmen are. So W. H. 
Haedike of the Wonder Radio Com- 
pany, Chicago, borrows an idea from 
their sales presentation. H. H. and 
W. H. supply their six outside men 
with door openers, found perfectly 
effective when displayed through the 
screen door. 


TIES IN WITH 
SPRING CLEANING 


Taking a leaf out of the book of 
demonstrators who pull taffy and do 
other stunts in public, the Edward B. 
Dublin & Sons Music Company, 
Chicago, tound that a man doing re- 
pair work was a fascinating sight to 
customers. So they moved a portion of 
their repair shop up front, in full 
sight of passing crowds and _ people 
paying electric and gas bills. The ex- 
hibit apparently suggested repairs to 
the minds of the passersby, for in one 
day alone some $56 in business was 
taken in, Mr. Dublin Sr. reports. 
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CLOTILDE GRUNSKY, San Froncisco Editor, 883 Mission St. 


JUNE, 1935 


Time For 
Showmanship 


There was a slump in showmanship during de 
pression. Nobody had any money to spend on 
sales whoopee, and they didn't feel like spending 
it if they'd had it. We were all sitting on the 
mourners’ bench, waiting to be saved. 

But this summer is different. The people are 
well fed up on gloom. They are fed up on 
credit men who adopt the technique of prosecut- 
ing attorneys. They are fed up on merchants 
who moan that all the sun is shining on the 
other side of the street. They do not believe that 
this country is going to hell stern foremost, and 
they are looking for cheerful places to spend thei 
money. This makes the opportunity of the op 
tumist 

A tew years ago we had street parades, band 
wagons, washing demonstrations on the sidewalks. 
color, light, bunting, speeches, showmanship. A 
lot of it was silly, but most of it worked. It will 
work this year 

But it won't work so long as you operate your 
store as though it were an undertaking establish- 
ment. The time has come to put away the black 
crepe and buy a red necktie 


The Bottle Neck of 
Appliance Sales 


Insufhcient outlets and ineptly placed outlets 
are the bottle neck of small appliance sales. 

In practically every electrified home in Amer- 
ica are appliances which are seldom or never used 
because “they are more bother than they're 
worth.”” One has to de-plug a floor lamp to con 
nect the vacuum cleaner; the heating pad cannot 
be used without disconnecting the bed head lamp: 
in almost no room in the average small house can 
a fan be hooked up without disturbing the ac- 
customed portable lamp arrangement. There are, 
to be sure, multiple plugs for making two or 
three outlets grow where only one had been pro- 
vided in the original wiring specifications, but 
anyone who has used these make-shifts knows that 
they are pretty much like parachutes on airplanes 
—useful in emergency but we'd much rather rot 
face that emergency 

In the past, most effort toward increasing out- 
let convenience has had the accent on wiring. We 
have thought and acted in terms of electrical con- 
tracting. And of course few appliance merchants 
care very many damns for the electrical contrac- 
tor. It seems to us that the accent really belongs 
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on appliance merchandising. For appliances which 
are hard to use are hard to sell and so it seems 
logical to state that it is a necessary part of elec- 
trical merchandising to facilitate the use of the 
stuff we sell. Bargain sales of pants don’t inter 
est nudists. 

There is a movement atoot to induce appliance 
manufacturers to tag their product with a brief 
message under the slogan, “The outiet is part of 
the appliance.” Electrical leagues may take up the 
idea and provide electrical merchandisers in their 
territory with package enclosures carrying this 
constructive message. Or maybe the merchants 
will have to do the job individually. Whatever 
method of public education is adopted, we ap- 
prove wholeheartedly in the underlying truth that 
“The outlet is a part of the appliance.” 


Selling Seasons 


There was a time when “moving day" was 
May First. For three hundred and sixty-four 
days in the year the truckmen paid interest, de- 
preciation and storage upon their vans, and on 
May First they got it all back—if you had it. 

That, probably, is the extremest case of sea- 
sonal business—one of the dumbest extravagances 
of this country’s commercial history. One might 
also mention the turkey business as another ex- 
ample: you eat turkey on Thanksgiving Day, if 
at all, and practically never hear of the bird 
again until the next time the President is re 
minded by some relentless reminder to issue a 
Thanksgiving proclamation. Fire-crackers com« 
in the same catagory. But while moving vans 
turkeys and firecrackers present a gloomy picture 
of seasonal spread, other merchandise seemingly 
as immobile has demonstrated that intelligence 
and effort will give it several annual seasons if 
not year-round acceptance 

Take furs, as an example. In our mothers’ 
maidenhood, the fur season was right after the 
first “cold snap’; that, as a rule, was when the 
fur coat was purchased. But today a peak of the 
fur season is August, and yet the fur merchants 
still get much early winter business and cash not 
a few of those Christmas checks after New Year 
—in other words, three “seasons,” instead of one, 
to which we must add the new vogue for sum- 
mer furs. Or take swanky Springtime garments. 
They are put on sale in January when the snow 
in this clime is a foot deep and the thermometer 
sticks stolidly to its eleven degree Faranheit, they 
are offered as advance styles tor wear at the 
southern playspots, vet an unbelievable number of 
women brave the blizzard to go in and buy the 
filmy stuff not to wear in Florida but to hold 
against the coming summer activities at the home 
town country club 


And to get down to our own particular bus: 
ness: When this writer rang doorbells and in 
quired, “Madame, can | interest you in a vacuum 


cleaner,” the only months in the year in which 
the books were expected to show black ink were 
April and May—the months which were then 
called “spring house cleaning time.” Recently the 
year's sales peak on cleaners was December, with 
another burst in autumn arid a definite leveling 
out of demand during the months between. 

Spring and early summer should be, but sel 
dom are, the heavy months of table cooking ap 
pliances. Lighting falls off but laundering in 
creases in summer. And so it goes. 


LETTERS 


Schwegler Correction 
TO THE EDITOR 


| want to express my appreciation ot your splen- 
did article on our operation in the April issue of 
Electrical Merchandising. The story is very in 
terestingly written, while the illustrations give 
such vivid pictures of our store that the readers 
must almost feel they are present in it. 

When your photographer was here | gave him 
the freedom of our establishment with consent 
that he take whatever pictures he chose to make 
the article as interesting as possible. As 1 was 
busy at the time, I was unable to be present while 
most of these pictures were taken, and unfortu- 
nately, there was one picture included in the 
group over which I feel quite disturbed. 

I am referring to the picture of the Washer 
Department in which a Voss Washer was tea- 
tured. It so happened that this was the only Voss 
Washer on our floor, having been sent to us by 
the Voss People for our inspection, but since was 
rejected and returned to them. This was not any 
reflection on the quality of the Washer but be 
cause of our policy of sticking strictly to one line 
in each department. 

In justice to the Easy Washing Machine Corp 
oration whose line of Washers and lroners w: 
have handled exclusively for more than two year: 
we feel some mention should be made of this tac’ 
in your next issue. 

Easy Organization has always cooperate: 
with us to the fullest extent, their product is un 
questionable of the highest quality, and we tee 
they are entitled to this recognition from us. 

. F. ScHWEGLER 
President 
‘Schwegler Bres., Buffalo, N. ) 


Buffalo 


TO THE EDITOR 

I wish to call your attention to an error in th: 
April issue of Electrical Merchandising whic! 
appears in your editorial on finance. In this ed: 
torial you state: 

“Something over a year ago they put into eftec' 
an agreement. with one of the big finance con 
panies whereby they guarantee dealers’ paper an 
provided a collection service for their accounts 

I think you will recognize from my discussior 
of the financing question at the recent Chicag: 
Sales Conference of the Edison Electric Institut: 
that this statement is in error for the Buftak 
General Electric Company does not guarante: 
dealers’ paper and their collection service is limit 
ed to accepting remittances which are paid with 
twenty days of the due date of the instalimen: 
for the account of the finance company. The Bu: 
falo General Electric Company takes no respor 
sibility whatever for the collection of delinquen' 
installments. I wish you would correct the e: 
roneous impression which has been lett as a resul' 
of the foregoing statement. 

Yours very truly. 
M. E. SKINNER 


Assistant Vie President, Niagar 


Hudson Power Corp., Buffalo,N.) 
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ARE 
SIX TESTED 
IDEAS! 


1 MAKE YOUR STORE GARDEN LIGHTING HEADQUARTERS ... You can build a 
ood volume of business with this idea alone. Suggest different ways of lighting gardens 
or mght use. Tell customers what beautiful effects can be obtained from concealed lighting 
n bird baths, built in pools, and small flower beds. 


2 FEATURE 1. £. S. BETTER SIGHT LAMPS... for full summer enjoyment of sun 
jorches and open verandahs. Tell your customers what fine light these lamps give for 
reading, sewing, or playing cards out-of-doors. Sell them a 100-watt Mazpa lamp for 
‘verv s«ingle-socket reading lamp they use on their porch this summer. 


‘3 PUT ON AN “IF YoU 
SPEND YOUR SUMMER 
AT HOME” CAMPAIGN 
.. + Tell your customers how 
much fun there is playing ten- 
nis, ping pong, pitching horse- 
shoes, and dining outdoors at 
night right in their own back- 
yards. Besides selling them the 
right sizes of Mazpa lamps for 
these activities, such a cam- 
paign gives you a chance to 
sell many other related articles 
... electric toasters, grills, etc. 


6 GASOLINE SERVICE STATIONS AND 
ROADSIDE STANDS offer big possibilities for 
summer Mazpa lamp sales. Many lamp deal- 
ers have found it highly profitable to contact 


4 FEATURE FLOODLIGHTS FOR BUR- 
GLAR PROTECTION ... Summer is an ideal 
‘ume to sell a floodlight installation for garages 
‘ad homes and especially summer homes. This 
‘iso can mean more profit from fixtures and 
arge-sized Mazpa lamps. 


such places regularly during the summer months. 


5 REMIND CUSTOMERS TO BUY MAZDA 
LAMPS FOR SUMMER COTTAGES... 
hen people are buying other supplies for 
‘hew summer homes and cottages, remind 
‘hem to take along an ample supply of Mazpa 
amps of varying wattages ... and remember 
« feature flashlights for summer use in cars, 
oats, and for hundreds of other needs. 


EDISON MAZDA LAMPS 
GENERAL{3 ELECTRIC. 
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Glance through your classified telephone direc- 
tory. Notice how many electrical manufacturers 
list their brand names there. Notice, too, how 
many dealers have identified themselves with 
the brand names of advertised products. 

The classified directory helps both dealer and 
manufacturer. And it helps the consumer, too. 
Bell Surveys show that more than 85‘. of all 
telephone subscribers use the classified to help 
them with their buying. 

A prospect who wants a certain brand simpiy 
turns to the directory, looks for the brand name, 
finds a list of authorized dealers. 

List your store under the advertised brands 
you sell. It will cost you only a few 
cents a day. Telephone your Directory 4 \' 


Representative for full information. a 


PAGE 36 


E “WHERE TO BUY IT" SERVICE 


E. H. Campbell takes on 
new duties — See “Rex 
Cole”. 


Rex Cole 


k. H. Campbell, Manager, Adver 
tising and Sales Promotion Depart- 
ment for Rex Cole, Inc., General 
Electric home appliance distributor, 
has been placed in charge of sales to 
department stores and to public utility 
companies in the City of New York, 
according to Robert Stevenson, Vice 
President and General Manager. The 
new assignments are in addition to his 
present duties. 


Railley Corp. 

C. A. Reeves, for eleven years with 
the Atlantic incandescent lamp div- 
ision of the (seneral Electric Company, 
New York City, has joined the New 
York office of the Railley Corporation. 
He will be identified with the promo- 
tional department. 

Mr. Reeves started his career in the 
Edison Lamp Works of General Elec- 
tric, Harrison, N. J., studying the 
business in both its engineering and 
commercial phases, and was late: 
shifted to the New York office where 
he specialized on working with syndx 
ates for business development. 


Utah Power & Light 

William A. Huckins, newly ap 
pointed sales manager of the Utah 
Power & Light Co., has for some years 
been division manager of the company 
in the Provo district. His first associa 
tion with the electrical industry was in 
Des Moines, where he was a salesman 
for the Des Moines Electric Company. 
Later he moved to Marshfield, Ore 
Since 1913 he has been associated with 
the Utah Power & Light Company in 
various capacities in the sales depart 
ment. His position in Provo will be 
filled by W. E. Fleetwood, who steps 
up from the Price division, which he 
has served since 1930 as district super 
intendent. 


Miss Ada Bessie Swann 

leaves P.S. of N.J. for mag- 

azine work—See"“ Woman's 
Home Companion”. 
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[sitions 


of the Month 


Westinghouse 

|. K. B. Hare, prominent sales ex- 
ecutive of the Westinghouse Electric 
and Manufacturing Company has 
been appointed manager of the 
Ruffalo Office of the Company. He 
takes the office made vacant by the 
promotion of H. F. Boe, to the posi- 
tion of assistant manager of the Eas- 
tern District, with headquarters in 


New York. 
Graybar 

The Graybar Electric Company 
announces the appointment of Karl LL. 
Thielscher as Merchandising Man- 
ager of their Philadelphia Office. Mr. 
Thielscher has been associated with 
the Graybar Electric Company since 
1919, just two years after his gradua- 
tion from Dartmouth College. 


Boston Edison 

With the merging of the promotion 
department and the merchandising de- 
partment of the Edison Electric Illum- 
inating Company of Boston, Julius 
Daniels, former assistant head of the 
promotion department, becomes man- 
ager of the combined merchandising 


Julius Daniels is Boston 

Edison's new merchan- 

dising head—See “Bos- 
ton Edison”. 


and promotion departments. He will 
be assisted by J. J. Caddigan 

Richard Lincoln, former head ot the 
merchandising department, becomes as 
sistant to H. W. Moses, head of the 
company's employment bureau. 

Frank A. Belden, former head of 
the promotion department, becomes as- 
sistant to Leavitt L. Edgar, vice presi 
dent in charge of operating and com- 
mercial departments. 


Woman's Home Companion 

For 18 years Director of Home 
Service for the Public Service Electric 
& Gas Company of New Jersey, Miss 
Ada Bessie Swann has resigned recent- 
ly to join the editorial staff of Wo- 
man’s Home Companion. Her par- 
ticular work will be concerned with 
her duties as Director of the newly- 
organized Companion Experimental 
Center for Household Equipment. A 
member of the Edison Electric Insti 
tute and the American (jas Associa 
tion, Miss Swann has served as Chan 
man of the Home Service Committee 
of those associations, has organized 
and served as president of the Ele: 
trical Women's Round Table and has 
been active in every phase of home 
service work in the electrical field for 
nearly 20 years 
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CCORDING to legend, it was an inventive 
Gaul, centuries B.C., who first found out 

how to make Soap. The best kiaud, it is said, 
was then made of goat’s fat and beech-wood 
ashes. Soap, as an aid to cleanliness, has been 


a basic contribution to civilization. 


Equally basic was the invention of the nickel- 
chromium resistors that led to the creation of 
the electric heating-device industry. This dis- 
covery was made in 1906 by A. L. Marsh. Its 
significance is shown by the fact that, according 
to the Dep’t. of Commerce, the domestic heat- 
ing load now represents an annual billing of 
more than $130,000,000. Chromel also created 


the heating-device market for you. ... It created 
the electric range, of which it is estimated 
200,000 will be sold this year. We hope you 
will get your share of this business. 


When you consider how priceless are the trade- 
names whose good-will is entrusted to the be- 
havior of Chromel heating elements, it is easy 
for you to put your confidence in devices that 
are Chromel equipped. You wash your hands 
free of heating element trouble when you 
specify Chromel. . . . We have a handy little 
gadget called our ‘‘Heating-Unit Calculator’. 
Send for it; it’s free. Hoskins Manufacturing 
Co., Detroit, Michigan. 


CHROMEL 


@ THAT MADE ELECTRIC HEAT POSSIBLE 


(R= 
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What 


Appliance 


a re do Z ne ...... review of the May advertising 


ind merchandising activities of dealers, 


MONTGOMERY WARD = 


department stores and utilities through- 


199.50 


Wise Econommcal Bayers 
Profit By This Otter 


They 
ry Se 


Washing Machine Prices 
Lowest in History! 


You About te Want 


The Yemeng 


The EA = 
Spiralator )= 


4 good example of cooperative advertising by dealers 

) the washing machine field. When dealers lump their 

mall space on full pages the cumulative effect brings 

washers forcibly before the public. This ad appeared in 
he News-Tribune of Beaver Falls, Pa. 


\laev s took all the 

onors tor retrigera- 

Vew York— tor display space, an- 
Krooklyn the G E 

latop retrigera- 

Krom the 

Vorlds largest lectrical \Vlanu- 
rarer o the World’s Largest 
we 6per cent less’ than the 


ew York ligt price ot $147.50. This, 
err openmg gunoin the recent agree- 


it to sell datops exclusively, 
“ eatured something oew tor 
time payment plan—work- 

nivh a special representative ot 
tes. New York G distnibu- 
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tor. Full pages were used to announce 
the “6 per cent less” offer .. . 

In addition, Macy's cleared out 
some ot their other refrigerators at 
special prices and plugged unnamed 
washers at prices ot $39.95 and 
449.95... Another offer was on a 
1.000 watt iron at $4.64. 

Bloomingdale's teatured a two-tub 
washing machine at $79.98 together 
with an iron at $20 extra... They 
also promoted (; EF Hotpoint washer- 
wringer-ironer combinations at 
469.50, Thor floor model ironers at 
$39.95 and AMC vacuum cleaners at 
339.98. \Vanamaker space went to 


out the country. 


Frigidaire at $149.50, Telechron ele- 
clocks at $4.95, irons at $3.95, new 
ind Hoor sample Norge refrigerators 
trom $119.50 up, Crosley Shelvadors 
it $149 (6-ft.) and Apex washers at 
$59.50. Ludwig, Baumann space went 
to Westinghouse refrigerators at 
$134.50, Kelvinators at $149 both 
makes being sold on the 20 cents a 
day plan... Crosley boxes and Royal 
cleaners were other offers as was an 
\pex washer-rinser for $74.95. 

[Javega, through their twenty-five 
stores went entirely to refrigerator 
promotion, featuring meter plans, 15 
cents a day and two-year terms to sell 
Frigidaire, Westinghouse, Crosley, 
\layHower boxes. The stores, 
keen rivals, offered similar terms on 
Westinghouse, Hotpoint Sparton and 
(;runow refrigerators. Sach’s Furni- 
ture offered 10 days home trial on 
Frigidaire at $99.50 and in addition 
took space on a Prima “Countess” 
washer, with a set of cooking utensils 
thrown in, at $29.95 which comes 
pretty near being a new low in price- 
premum offers. Lewis & Conger ad- 
-ertised the G. FE. tron at $6.95, 
lhomas A. Edison took space on trons 
\braham & Strauss featured Hoover 
leaners and (7. FE. Ball-Tops, Namm 
space went to Apex washers at $79.50 
wid Loeser’s worked a Magic Maid 
mixer into an elaborate presentation 
wt wedding gifts. John A. Schwarz 
‘ugged Kelvinator on the meter-ator 
an, Sears, Roebuck kept up their 
1eavv barrage on the 6-ft. Coldspot 
it $139.50 and in addition, worked 
ina little promotion for the Kenmore 
washer at $39.95, 


Husband Wins 

New Wife!” said 

Mien rhe New York Pow- 
& LightCompany, 

lLow Electric Rates 
tree Her From 

Drudgery’ . . . Whitney's went to 
Frigidaire and Easy washers—the lat- 
ter tied in with National Cotton 
Week ... John B. Hauf held a spec- 
ial factory demonstration sale of ABC 
washers and troners, both for $99.00 
Leonard took a page in the papers 

ro shout about the big government 


contract that had been awarded the 
company and got seven dealers to run 
space with the promotion Evenchick’s 
ran an ad on the Atwater-Kent re- 
trigerator .. . H. S. Braun plugged 
Leonard ... Harry Phillips took al- 
most a full page to tell the world 
about satety Carrene and the Grunow 
retrigerator . Swire Radio Store 
teatured Leonard, Westinghouse and 
Crosley refrigerators . . . A Swire's 
Furniture offered 20 packages ot Rin- 
so or a kitchen rug with every Apex 
washer sold at $39.95 and also put in 
a word tor Apex retrigerators at $99 

The same company announced a 
carload sale ot Stewart-Warner re- 
trigerators at $20 off the regular 
$179.50 price on the 644 ft. box . . 
Helmes, Inc., did a job for Atwater 
Kent retrigerators . . . VicClure 
Dorwaldt offered the public G. 
and Crosley retrigerators, Fern’s 
stuck to Frigidaire, Albany Garage 
did a job on Kelvinator with the head 
“Every 45 seconds someone buys a 
Kelvinator” and B. Berinstein joined 
the “give-away” parade by offering an 
electric mixer tree with every Univer 
sal retrigerator or a complete laundry 
accessory outht with every Faultless 
washer sold tor $39.50. Mlontgomer\ 
Ward tooks space on both retrigera- 
tors and washers .. . We didn’t sec 
any Sears activity. 

Nothing. startling 
here: J. N. Adam 
ottered “1900" 
washers at $44.95 
| mversal Cooler re 
‘rigerators at $149 
ind a Hock ot hotplates at 49 cents 

Hengerer's plugged Westinghouse 
boxes at $129.50... Frank W. Wolf 
told the (3. FE. story . . . Kelvinator 
ran a list of their Buffalo and out-ot- 
town dealers . . . Adam, Meldrum, 
Anderson space went chiefly to Frig 
idaire trom $109.50 up, Blackstone 
washers at $43.75, Conlon troners at 
$94.50 and Universal cleaners at 


Buffalo 


$39.95 . .. Household Outfitting ot- 
fered $20 trade on old washers 
against a National Water-Matic 
Washer .. . Hens & Kelly offered 10 


days tree trial on Eureka cleaners . 
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Standard Gas and Electric 
Company 


@ One of the Nation's large utility holding companies. 


@ Organized by Henry M. Byllesby, engineer and electrical pioneer, in 1910 
—first dividend paid to common stockholders in 1923. 


@ Owned by 45,000 stockholders; number of stockholders of subsidiary and affiliated companies, 
160,000 — total approximately 205,000. 


A constructive force in the civic development of 
Louisville, Pittsburgh, Minneapolis, St. Paul, Oklahoma City, San Diego 
and many other communities 
Modern ut lity services provided tor more than 1,600 medium sized and small cities, towns 


and villages, over 1,200 of which are less than 5,000 population —970 less than 1,000. 
Total population supplied with one or more kinds of service is in excess of 6,000,000 


Rate reductions by operating companies since 1929 total $12,400,000 on an annua! 
basis. Gross electric and gas earnings (1934) were $106,457,000 


Engineering and management services required by the operating companies, in add)- 
tion to that supplied by their own stafls, are rendered by a wholly-owned subsidiary. 
Byllesby Engineering and Management Corporation. 


The character of the services performed 1s indicated by the following quotation tron: 
a recent decision hy a state public utilities regulatory authority ' 


“The claim of Byllesby Engineering and Management Corporation 
that it is in every true sense a management concern, and that it gives valuable 
services under its contracts, is supported by the record” 
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e WASN’T THAT A PRETTY DISH 


TO SET BEFORE A KING? 


and Markets 


FOR THIS ONE SPECIALTY! 


@ Here They Are: 
Apartment Houses 
Bakeries 

Churches 

Cleaners and Dyers 
Creameries 
Factories 

Garages 
Greenhouses 
Hatcheries 

Homes ( All sizes- amy type 


system) 
Hospitals 


Hotels 

Incinerators 
Institutions 
Laundries 

Office Buildings 
Pastenrizing Plants 
Power Plants 
Printing Plants 
Raw Milk Producers 
Schools and Colleges 
Stores and Shops 
Telephone Exchanges 
Uheatres 


Count the chimneys. There’s your market for 
this, the greatest specialty since the turn of the 
century. Virtually every home (the more so 
since Combustioneer announced a new lower- 
priced model for homes of less than 8 rooms); 
virtually every institution—virtually every bwild- 
img in your trading area—is your market. It’s a 
market that knows no season, a market waiting 
to be told of amazing new economy—of great 
savings over hand-firing of coal; of savings of as 
high as two-thirds the cost of oil or gas. This 
with completely automatic operation. 


If you can see—in this on-sweeping specialty 
with the almost universal market—a specialty 
sales opportunity of unheard-of, unbelievable 
proportions . . . write, wire, telephone. Get 
ready now for big July, August, and September 


sales volume. 


COMBUSTIONEER, INC., Springfield, Ohio . . . Makers of 


COMBUSTIONEER 


The automatic coal burner with the Breathing Fuel Bed 
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COMBUSTIONEER, INC., 
Springfield, Ohio. 


“One specialty with 24 markets” is worth knowing 
about. Explain your proposition. 


Name of Company 
Address 
Name of Individual 


Schwegler Bros. hammered away at 
the 15 cents a day meter plan on 
Kelvinator that has proven so success- 
iui for them... Victor's did the same 
on Frigidaire with time out to men- 
tion Crosley at $112.50 and Speed 
Queen washers at $39.95 with a laun- 
dry outfit . . . Graf & Johnson plug- 
ged Gibson refrigerators . .. Weed & 
Company dittoed on Apex washers at 
$49.50 and Sears kept up the barrage 
on Coldspot. 


There was a bat- 
tle royal here among 
half-a-dozen live de- 
partment stores to 
see which would 
claim the biggest 
share of the refrigeration dollars. The 
Hub took a full page to feature Frig- 
idaire, G. E., Crosley and Westing- 
house as ideal mother's day gifts .. . 
Other Hub space went to Norge. . . 
Hutzler Bros. divided their promo- 
tion evenly between G. E., Frigidaire, 
Norge, and Westinghouse boxes and 
the AMC Laundress washer at $39.- 
95... The May Company announced 
a carload of Frigidaires to be sold at 
$99.50, Apex 6-ft. refrigerators at 
$139.50, 1934 model Norge boxes at 
$139.75 up, washers at $39.75, iron- 
ers at $37.50 and G. E. refrigerators 
from $115.50... O'Neill's plugged 
both Norge and Crosley, the latter at 
$131.50 for a 5-ft. box . . . Hoch- 
schild, Kohn advertised Frigidaire and 
Westinghouse refrigerators in addi- 
tion to Easy washers . . . Hecht Bros: 
took a tull page to tell the public they 
were the largest Norge dealers in the 
U.S. and illustrated a complete line 
from $121.50 to $264.50. Not satis- 
fied with that they took another full 
page to feature G. E. Ball-tops, Hlatops 
and Monitor Tops. Other Hecht 
space went to Frigidaire '34 models 
at $119.50, Kelvinator on the meter- 
ice plan and Maytag washers at $59.- 
95. Isaac Benesch & Son put on a 
Norge cookery demonstration in addi- 
tion to plugging Frigidaire to a fare- 
thee-well. Pollack’s was another furn- 
iture store to go to full pages—this 
time to announce Kelvinator at $101.- 
25 on the three nickels a day no down 
payment basis; Norge at $121.50 got 
a play, too. Gas & Electric company 
space went chiefly to refrigerators— 
E. and Westingiiouse—with ABC 
washers at $49.95 (demonstrators ) 
zetting in under the wire. Copy was 
wndistinguished comparison with 
smarter department stores merchan- 
disers. 


Baltimore 


The mass of ac- 
tivity in this town 
torces us to make a 
telegraphic report: 

Spear's: Leonard, 
Frigidaire, Crosley, 
Stewart-\Warner and Universal Cool- 
er retrigerators, “Thor washers at 
$49.50, Speed Queen washers at $49.- 
plus laundry. outfit, used washers 
it $29.95, Thor ironers at $39.95 and 
otfers on table appliances, comprised 
the busv month of this busy store 

Roggs & Buhl plugged. Frig- 
daire at $114, Westinghouse wash- 
ers at $49.50, Ilronrite ironers at 
$79.50 Krank & Seder of- 
ered retrigeration at $78 (unnam- 
-d) and washers at $27, also un- 
1amed . Crimbel’s had an anniver- 
sary sale and devoted most of their 
pace to E. retrigerators .. . 
Kautman’s ‘“Retrigeration  Head- 


Pittsburgh 


quarters” divided their promotion 
among’ Frigidaire, Westinghouse, 
Grunow, Norge, Hotpoint, Stewart- 
Warner and a “K-O box of 8 cu. ft. 
selling at $179.50 . . . Joseph Horne 
did some distinguished advertising on 
the following products: Frigidaire, 
Westinghouse refrigerators at $199.- 
50, Thor ironers at $39.95, Gain-a- 
day washers at $69.50, Kelvinators at 
$121.95 to 232.50, Norge refrigera- 
tors and a line of AMC appliances 
including washers and ironers at $49.- 
0 per, cleaners at $21.95 and mixers 
at $8.95 ... May Stern did a job on 
Westinghouse refrigerators at $129.5) 
and a bunch of trade-in washers at 
$27 and $37 . . . Ochiltree Electric 
did their usual big job on G. E. re 
trigerators . . . The Gas & Electric 
Shops featured Westinghouse Kelvin- 
ator and Frigidaire boxes, Thor wash- 
ers at $54.50 and Thor ironers at 
$39.95 ... The Electrte Refrigeration 
Bureau was another space-taker. 


Water heater rent- 

ing was the Phila- 

delphia Electric 

Philadelphia Company's bid for 

load business. Other 

P. E. space went to 

G. E. and Frigidaire retrigerators, 

Mixmasters at $2.50 down, Proctor 

irons at $8.95... Lit Bros had an 

unnamed washer selling for $29.95 

besides Norge, Kelvinator G. E. and 

Westinghouse refrigerators. Straw- 

bridge & -Clothier plugged G. EF. 

flatops at $139.50 for a 5-ft. box in 

addition to Westinghouse and Frigi- 

daire. They were another store to 

push the National Watermatic washer 
at $99.50. 

The Country 

Club Dairy launches 

Kansas City ™ appeal to the elec- 

tric refrigerator 


owners to make. 


their own ice cream 
with Homix, one of its milk products. 
The Board of Public Utilities opera- 
ting the municipal power plant in 
Kansas City, Kansas, is running elec- 
tric range advertising. 108 dealers are 
listed as carrying Westinghouse re- 
frigerators in the Kansas City terri- 
tory. “Lest we torget’’ advertises the 
Kansas City Power and Light Com- 
pany and points to chart of tempera- 
tures dating back to 1921. Mace-Rvyer 
is advertising Stewart-Warner refrig- 
erators on a “they cost less’’ basis.” 
The ice group is taking slaps at elec- 
tric retrigerators Kansas City 
Davidson’s is advertising $1.35 
week on Frigidaires which includes 
carrying charges. Mahorney Furni- 
ture announces hometurmishing re- 
placements without any cash down 
payment. The store accepts old pieces 
on a trade-in basis. For bride and 
groom gifts the Kansas City Power 
& Light Company advocates Man- 
ning-Bowman wafHe irons, $4.95, 
Nesco roasters and Silex coffee mak- 
ers at $5.95. Ryan Radio & Electric 
Company has gone in tor a “count the 
cubes” contest on Sparton retrigera- 
tors. Katz, the druggist price butcher, 
is featuring (jrunow refrigerators at 
$121.50, Norge at $159.50 and Uni- 
versal at $79.95. This is at the Katz 
Super Store. Mahorney gives a cold 
cookery demonstration with Miss Ale- 
tha McDonald of Norge. A keyed ad 
tor a distributor ot electric retrigera- 
tors and air conditioning announces 
the coming ot a new product to Kan- 
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sas City. Wyandotte Furniture, A. L. 
Strasser, Bunting Hardware and 
Bluefield Home Appliance Company 
run a cooperative ad on Crosley Shel- 
vador. Wurlitzer announces it is clos- 
ing its retail store in Kansas City. 


Atlas Radio runs 
space on Copeland 
refrigerators at $59.- 
50. Commonwealth 
Edison is playing up 
the Everhot Electric 
roaster, “makes summer cooking easy, 
gives you well flavored food.” Gen- 
eral Furniture is selling-Grosley re- 
frigerators and Viking washers on a 
no-money-down basis. L. Fish Furn- 
iture Company on their 9-piece Fault- 
less Washer deal includes a clothes 
basket and clothes hamper as desirable 
new items. Carson Pirie Scott has 
joined the no-money-down group on 
Frigidaires. Commonwealth Edison 
advertises five makes of refrigerators 
guaranteed both by the factory and by 
the utility. Wieboldt’s lists Crosley re- 
frigerators, General Electric refrigera- 
tors, Thor washers and ironers as 
items worth featuring late in May. 
The Fair is running the Hotpoint 
combination ironing board and iron at 
$8.95. Norge washers are advertised 
all over the city for $1 down. Com- 
monwealth Edison continues to push 
its combination Conlon washer and 
ironer deal at $99. Mandel’s offers a 
three slice toaster at $2.95. The Bos- 
ton Store continues to talk about its 
own make, Arctic Queen refrigera- 
tors, while the Davis Store offers 13 
Frigidaire models. The Davis Store 
reaches the limit in propositions with 
Westinghouse electric refrigerators on 
a no money down basis, three years to 
pay. The biggest electric appliance ad- 
vertisements for May in Chicago are 
Sears, Commonwealth Edison and 
Wieboldt’s. R. Cooper Jr. runs this 
headline “65 per cent of your re- 
frigeration dollar goes for mechan- 
ism.”” Good headlines for Thor and 
Apex, “A washer at less than your 
laundry bill.” L. Fish Furniture Com- 
pany runs an ad headed “Personal” — 
“Will the woman who is always com- 
plaining about the drudgery of doing 
her ironing, come in—etc.” 


Chicago 


Leonard appears 
to be going to town 
in the Southwest. 
Fakes & Company is 
giving Dallas every 
proposition. Sanger’s 
feature the Viking washer at $36.95. 
Sears runs a $59.50 washer in Dallas, 
with a low of $39.95 for the Ken- 
more without pump. Electric House- 
hold Appliance offers to arrange a 
federal housing loan to anyone buying 
a General Electric _ refrigerator. 
Titche’s is behind a 5.2 cu. ft. Frigi- 
daire at $124.50. The laundries are 
hot on the washing machine trail in 
Dallas, with the washer people tak- 
ing it laying down. The big ad of the 
month was the Westinghouse refrig- 
erator with 25 dealers tied on. The 
ironer advertised apparently was the 
Easy at $69.50. Sanger Brothers stage 
a sale of Stewart-Warner refrigera- 
tors. 


Milwaukee 


Union-May-Stern 
are headlining the 
fact that it takes 5¢ 
a month to operate 
an Easy washer, 5¢ 

a dav to run the 
Crosley Shelvador refrigerator. Lam- 


St. Louis 


mert’'s are stressing three years to pay 
for Frigidaires. The St. Louis laun- 
dries have broken out into a rash of 
advertising offering a 14-pound family 
wash job for 49c, 3c per pound ad- 
ditional. Double trade-in allowance on 
washers seems to be the order of the 
day in St. Louis. Erwin Brothers are 
running big space on Gibson refriger- 
ators. Union Electric Light and Pow- 
er Company advertises that 78¢ will 
do the laundry with an electric washer 
and automatic iron, run the vacuum 
cleaner, run radio, run a clock and 
make coffee every day for a month. 
Not to be outdone in cooperative ad- 
vertising, the Electrical Dealers and 
Contractors of St. Louis run a small 
appliance ad featuring the advan- 
tages of sandwich grills, mixers, toast- 
ers, waffle irons and coffee makers. 
The Electric Light and Power Com- 
pany is knee-deep in a Hotpoint iron 
and ironing table combination for 
$8.95. Famous-Barr is excited over 
the Nevercrush wringer, featured 
with Prima washers. Frigidaire runs 
a distributors ad with 29 dealers list- 
ed. The names of 32 St. Louis dealers 
appear under a Norge ad stressing the 
fact that Norge refrigeration was in- 
vented and pioneered by St. Louis 
people. Walgreen advertises a six- 
pound electric flatiron at 94¢. Union 
Electric advertises the Automatic 
Nesco roaster. Esther Lee Bride furn- 
ishes copy for tips on happy electrical 
breakfasts, paid for by the Electrical 
Dealers and Contractors of St. Louis. 
Arthur R. Lindburg is selling 7 cu. ft. 
refrigerators. Arthur Brandt adver- 
tises ‘Pay for your washer as you pay 
for your laundry.” 


An electric tea- 
kettle with a whistle 
is the Electric Com- 
pany’s novelty of the 
month. Atlas Radio 
Stores are offering a 
special sale limiting the number of 
Frigidaires to go at a price. Mandel- 
kers offer to accept baby bonds and 
building and loan stock on Shelvadors. 
Ische Bros. advertise that they need 
old ice boxes for lake shore trade. 
Jewel Tea Company is using an elec- 
tric waffle iron as a premium with 
their wagon men. Bloch-Danneman’s 
is featuring the Speed Queen. Seidel 
Bros. offer brand new General Elec- 
tric vacuum cleaners at $26.95. The 
Electric Company is not going for the 
no-money-down stuff. A payment of 


Dallas 


‘$10 down plus $4.18 a month is asked 


on the Kelvinator. Milwaukee, home 
of the Nesco roaster, is promoting it. 
The Boston Store works both the 
FHA and its own payment plan into 
its budget week with Frigidaire. In- 
cidentally the Boston Store seems to 
be giving most of its washing machine 
space to the Easy. Gimbel’s is throw- 
ing in drain tubs and Rinso with its 
Voss washer deal. American Furni- 
ture Store sets a $34.95 price on 
Woodrow washers but it doesn’t men- 
tion whether the ironing board, cover, 
two wash tubs and Rinso go with that 
particular priced model. Schusters is 
plugging the General Electric refrig- 
erator at $149.50. Bonnemann Re- 
frigeration and Radio Company, man- 
aged by G. M. Robbins, held a grand 
opening at 6431 West North Avenue, 
featuring Frigidaire, a 6.1 cu. ft. 
model. Badger Paint Stores run a 
common sence ad on Thor, with the 
heading “I value my clothes too close- 
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Modern. Compact! Weighs only 


f 34 pounds. Stands only inches 


high, 14 inches long, 1144 inches 
wide. Develops horse power. 


CYCLE 


You Cannot 
dodge these facts 
on the Iron Horse 


1. It’s a modern, up-to-date engine—and people always want 
the latest (and best). 

2. Lighter weight, more compact, quieter running, less vi- 
bration, better appearance, mechanical enclosed governor. 

3. —— tested by numerous washing machine en- 
gineers and pronounced “good.” 

4. Definitely requested by hundreds of Washing Machine 
Dealers — so they won’t have to sell the same thing as 
their “cheap” competition. 

5. Designed, manufactured and GUARANTEED by a com- 

y that has ample resources, years of experience, the 
t of equipment. 

6. Now in production, now being shipped, now going 
out on washing machines to dealers and to farmers—and 
meeting with approval. 

7. A nation-wide service organization. 

8. Backed by an organization of merchandisers who know 
how to build acceptance and dealer co-operation. 


MR. DEALER: Your manufacturer of washing machines 
can supply you with Iron Horse equipment on your line. 
Wouldn't it be a good idea, and in your own interests, to 
tell him you want it? 


Johnson Motor Company 
IRON HORSE Division 


1810 Pershing Road, Waukegan, II! 
Canadian Johnson Motor Co., Lid., Peterboro, Canadeo 


The Aristocrat of Small Gasoline Engines 


MADE BY THE BUILDER OF THE FAMOUS “SEA-HORSE’ OUTBOARD MOTORS 
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NEW TIME FOR BUSINESS... 
NEW PROFITS FOR YOU! 


Mover No. 1F308 (10” 

high) and Mover No. 

1F312 (14° high). For 
ondoor use only. The octagonal 
metal case comes in cither statuary 
»romse or white lacquer finish with 
an &-loot silk cord in matchin 
The crystal is comvex ond 
the dial has a light gray back- 
cround with black characters on 4 
ight cream numeral bend. The 
sickel-fimished pendant resetting 
tnob permits comvenient resetting 
without removing the clock from 


the wall 
$8.95 $9.95 
B-inch dial 12-tach dial 


Consonant, @ very popular clock 
lesigned for kitchen or b 

call, The case is chrome ed 
wast, trimmed with bezel 
@ choice of ivory, white, black, 
luce, or red. Abweys « good 
eller, priced to re 


at $4.95 


PHamaon, a smart, modern clock. 
ficiency to amy desh, mantd 


table) Mahogany case with 
vertical side inlays. Four brown 
elt feet. Metal dial with satin- 


$9.95 


old center. To re- 
ail at only 


\rracne 4 smart, purpose 
lock. Gold-fimish metal bezel and 
hase, with gold-bronze lacquered 

and 


metal hack. Also im chrome 
lacquer. Kither 
finish to retaa at $6.75 


With alarm added, $9.95 


SELF-STARTING 
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Here is your opportunity to reap new sales 
and profits . . . in a market for clocks that 
is practically unscratched! The product 
itself is a “natural” in every sense of the 
word. 

Organize a crew of outside salesmen to 
canvass the many business establishments 
in your community. Give them a sample 
clock — literature, and plenty of order 
forms! Pay them a reasonable fee per 
clock sold. 

Have your salesmen emphasize the fact 
that this new Telechron Clock costs less 
to own than the yearly rental charge for 
commercial time service! Have them stress 
the well-known dependability and self- 
starting features of Telechron. Point out 
the unusual visibility of this clock’s dial . . . 
the neatness and beauty of the case and 
all details. Then let the prospect Gress 
rHeE Price! He'll be ready to “sign on 
the dotted line” when he finds the eight- 
inch dial is only $8.95 and the twelve-inch 
dial is only $9.95. If you can arrange for 


convenient time payments, that will increase 


sales too. 


WARREN TELECHRON COMPANY 
165 Main Street, Ashland, Massachusetts 


Req. U.S. Pat. Off. by Warren Telechron Co. 


ELECTRIC CLOCKS 


ly for ordinary laundry methods. 
That's why I chose the new Thor.” 
(jimbel’s makes advertising copy out 
of United States government contract 
ior Leonard refrigerators. J. J. Koep- 
sell offers a Gibson refrigerator for 
$79.50. 


They wear white 
shoes in this Okla- 
homa town from 
May 1 on and the 
refrigerator season is 
in full swing. The 
Jenkins Music Company draws the 
plum for the best ad of the month— 
“Off for a day’s shopping—with the 
Ice-O-Matic.” Laundries are pound- 
ing washing machines with thrift 
wash advertised at 4¢ pound, mini- 
mum 50¢. Albert Ahrens declares 
G. E. refrigerators cost $50 to $100 
less to operate than any other make. 
Lucile Johnson home service director, 
Public Service Company of Okla- 
homa, runs paid advertising columns 
of recipes and electric ideas. No mer- 
chandise is sold by the utility in Okla- 
homa, you will remember. Crown 
Drug Stores plug the $5.95 KM auto- 
matic electric iron at $1.99, and a 
toaster at 98¢. Oklahoma Tire & 
Supply Company has gone “Pay noth- 
ing down,” on Frigidaire, displaying 
a $99.50 model. Jenkins makes much 
of the blue ribbon given the Fair- 
banks Morse refrigerator at the Na- 
tional Inventors congress held at 
Tulsa. Brown-Dunkin advertise “We 
do not sell your contract to a finance 
company” when they sell you a Norge 
or Kelvinator. Norge distributor is 
running a campaign in Tulsa, listing 
17 dealers. Mayo Furniture Com- 
pany offers a Faultless washer at 
$46.95, $1 down, also a General Elec- 
tric vacuum cleaner at $18.95 Seiden- 
bach’s are running halftone illustra- 
tiens of Hotpoint refrigerators, with 
a list price of $179.50 for the 7.2 
cubic-foot size. Seidenbach’s make 
much of the General Electric auto 
radio at $37.95, featuring the fact 
that no spark plug suppressors are 
necessary. This house gave the Hamil- 
ton-Beach food mixer display on 
Mother's Day. Seidenbach’s gave 
away a Cannon towel with those mak- 
ing a trial of the General Electric flat 
plate ironer. Vandever’s run the big 
space of the month on Westinghouse 


Tulsa 


refrigerators, displaying the $166 
model. 

R. F. Proudfit, 
tactory distributor 
tor Leonard, hits the 

Omaha nail on the head 


with a list of Satur- 

day grocery specials 
and advice to buy and store provis- 
ions. On the tail of his kite are some 
76 dealers in Omaha, Nebraska and 
lowa. Coleman of Wichita is giving 
electric and gas ranges a run with a 
gasoline. stove. Hegeman of Union 
Outfitting is going to town with the 
General Electric refrigerator. Bjorn- 
son & Wessel Co. are advertising air 
conditioning for stores, talking about 
shopping in comfort. The Appliance 
Distributors Inc. run an interesting 
Fairbanks Morse advertisement using 
white space for a small dealer ad for 
each of their dealers. Reitz Sales & 
Service give away a Culbertson bridge 
book to everyone entering their two 
stores on Saturday. Omaha Appli- 
ance Company ties in with a General 
Vlotors show, advertising their Delco 


air conditioner and oil burner. Sears 
is whooping and hollering about their 
Coldspot refrigerator at $109.00. Tos- 
sed in is a porcelain enamel hydrator, 
glass rolling pin, a water cooler and 
glass refrigerator dishes. Brandeis ad- 
vertises an Easy Spinner at $79.50. 
Mickel’s double their allowance on 
old washers with the ABC. Orchard 
& Wilhelm are advertising Frigidaires 
up to $527. Schmoller & Mueller tell 
what an Excel electric roaster at 
$5.95 will do. The Omaha gas com- 
pany makes a display of the Dionne 
quintuplets’ Electrolux. Paramount 
Radio Shops advertise the quietness of 
the Thor washer. Nebraska Power 
Company has a half sale price on 
electric clocks. All the refrigerator 
dealers in Omaha make a page tie-up 
with Mae West’s picture. A. Y. Me- 
Donald Mfg. Company, distributors 
of Norge, list 12 Norge dealers in 
Omaha and Council Bluffs. 


Teo much to 
cover. Everybody ad- 
vertised all the 
things they always 
do. The Utah Power 
& Light continued 
the trial offer on electric water heaters, 
with monthly payments as low as 
$2.50. A special offer for May was a 
$6.95 or $8.95 iron, 95c down, $1 for 
your old iron and the rest in small 
payments on the monthly bill. F. H. A. 
offers and “modernizing electrically” 
came in for publicity. Air conditioning, 
electric oil furnaces and an electrically 
controlled stoker all received atten- 
tion. For the rest, refrigerators, ranges 
and washers were to the fore. Keith 
O’Brien ran two colored Westing- 
house refrigerator ads; the Z. M.C. I. 
went in for Fairbanks Morse refriger- 
ators and L & H ranges; Axelrad had 
a sale with special electrical bargains 
on the 10th of the month; Auerbach's 
announced « new electric shop in sun- 
yellow and blue located in the base- 
ment; the Boyle Furniture Co. em- 
phasized the meter plan offer on Leon- 
ards; the Southeast ran extensive ads 
on their usual triad of Maytag, Cros- 
ley and Monarch. Mother's day ads 
were refreshingly electrical. Another 
section devoted to “The Reader Who 
Rents” gave good advice to landlords 
on refrigerators and ranges. Which by 
no means covers the ground. 


Salt Lake 


Denver, too, stag- 
ed a Vbodermzation 
Fair, Apr. 20—May 
uncluding an elec- 
tric show and much 
newspaper advertis- 
ing. The News Cooking School car- 
ried on the good work of spreading the 
electrical gospel May 21—24. Kelvin- 
ators (1934 models, $110), “light-up 
for spring” lamps, Thor washers and 
ironers and a half page of mother’s day 
gifts were pictured in Public Service 
Company ads. The May Company 
held its May Day sale. Westinghouse 
refrigerators appeared in a two-page 
spread, joined by local dealers. Joslin’s 
featured Frigidaire; the United Fuel 
& Equipment Company, Crosley and 
Norge; the American Furniture Com- 
pany, Faultless washers and ironers. 
The Denver Dry Goods Co. held a 
celebration all their own with two full 
pages on G. E. and Stewart-Warner 
boxes, with lamps, sewing machines 
and other electrie appliances included 
in their Spring Saving Sale. The Flec- 
trical League did some advertising ot 


Denver 
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suggesting modern fixtures tor 
the home 

Portland so tar 
has reported no Bet 
ter Homes Show, but 
the Better Housing 
Headquarters has 
been advertising 
modern kitchens ter spring brides. 
The, came m tor some advice trom 
the Oregomian-Pepco Home Institute, 
too, still running on Wednesdays at 
the Taylor Theater. The Ceneral 
Motors Spring Showing occupied the 
Public Market early in the month. 
The Oregoman announces a traveling 
kitchen and cooking school, with a 
schedule ot churches and outlying dis- 
tricts. Paul Schatz of the Hollywood 
district is “reorganizing” and an- 
nounced an auction, including electric 
refrigerators, for the end of April. 
Roberts Bros. state that they “choose 
to sell Frigidaire.” Lipman Wolfe o1 
fer the same ‘equipment on 4 meter 
plan. The Jennings Furniture Co..has 
joined the advertising chorus, offering 
\Vestinghouse refrigerators and Mon 
arch ranges at 6c a day, with special 
prices in a tactory warehouse sale. The 
Powers Company offered a factory 
special on Kelvinators, three carloads 
at $138.50 and $99.95. Practically all 
the “Big 7” refrigerators were fea- 
tured at one time or another during 
the month by Meier & Frank. They 
also plugged Easy washers, Crawford 
ranges, Oil-O-Matic burners, Royal 
vacs ($24.95), lamps at half price and 
small appliances. Leonard refrigerators 
were featured by the manufacturer, 
and Gevurtz, on the basis of food sav- 
ings. Norge, Fairbanks Morse and G. 
also spread over considerable space. 
The Norge and Montag oil burners 
were likewise emphasized by their re- 
spective representatives. McCormick 
ran a series of ads on clean-up stock 
and the Lang Stove Co. another series 
featuring wood and electric ranges. 
Olds, Wortman & King mentioned 
lamps once or twice. 


Portland 


Electrical prizes 
were prominent in 
Seattle Seattle's Home 


Builder’s Exposition 

advertising, and elec- 

tric appliances oc- 
cupied a good many of the 140 booths. 
The Seattle P-1 also found an electric 
mixer the best inducement to readers 
to secure new subscriptions. Ranges 
and water heaters on their continuing 
low terms offer were still to the fore 
in Puget Sound advertising. The City 
Light added Frigidaire to the hor 
water and electric cooking which were 
the main headliners. Schoentelds 
pushed Norge; Frederick & Nelson 
Westinghouse refrigerators; the Bon 
Marche sold Universals at $99; She: 
man & Clay, Kelvinator’s ; Poole Elec 
tric, Norge, Crosley and Leonard; 


Hopper-Kelly, Gibson boxes and May- 


tag washers; Hellenthal’s, G. E. re 
trigerators. Both Westinghouse and 
Kelvinator ran colored ads in the Sun 
day papers. Washington is to have a 
sales tax, which makes an argument 
tor getting in under the wire before it 
goes into effect 

The tree wiring 
offer ended on May 
4+ and brought out a 
barrage of ads tea- 
turing electric ranges 
from every dealer in 
town. The General Motors Show, and 
a cooking school sponsored by the 


Spokane 


Spokesman Review were other events 
ot the month. General Electric dealers 
enjoyed a visit trom R. D. White, the 
blind demonstrator. Hot — water, 
kureka cleaners, Hotpoint ranges at 
$94.50 (3-burner) and a May special 
of an American Beauty iron for $8.95 
($1 tor your old iron, $1.45 down and 
$1.50 a month) carried on the storys 
for the Washington Water Power 
Company. The Crescent offered 
Frigidaires tor $5.09 per month, G. EF. 
refrigerators and G. E. and Easy 
ironers. The Palace teatured various- 
ly Westinghouse, G;runow and Norge 
retrigerators and offered Dexter wash- 
ers at $59.50 and $69.50, with a set 
of rinse tubs free. Kemp & Hebert 
tied in with Norge and Leonard ads. 
Tull & Gibbs pushed Kelvirators, and 
Monarch ranges at reduced prices. 


San Francisco held 
a Building Exposition 
San early in May, with a 
Francisco model home and a 
free cooking school. 
The annual Chron- 
icle cooking school followed a week 
later in the Tivoli Theatre. Better 
Homes Week at the Emporium was 
sponsored by the women’s clubs of 
the city, each of which decorated one 
room of “Charm House” in competi- 
tion. AMC cleaners at $39.50 with a 
$10 allowance for your old cleaner 
and laundry equipment on FHA terms 
were given extensive advertising dur- 
ing the month. Hales also featured 
cleaners and’ washers. Chas. Brown 
suggested electric mixers at $9.75 fer 
mother’s day. Crosley refrigerators 
were headliners for them. Apex wash 
ers and ironers and Apex and Norge 
refrigerators for Sterling, suggesting 
a complete kitchen and laundry med 
ernization on Home terms. 
Schwabacher Frey offered a complete 
laundry outfit (Universal combina 
tion) for $74.95. Rebuilt refrigerators 
and lamps were specials. The City of 
Paris went in for one ot those $1 
trade-in offers on a $7.95 Proctor iron. 
A combination washer and radio pur- 
chase came to $79.50. Vacuum clean 
ers, lamps and radio were among their 
other features. Nathan-Dohrmann ad 
vertised special values in lamps from 
$2.95 to $37.50. Cyclops refrigerators 
and air conditioning were sold from 
their own shop. O'Connor-Mofiatt’s 
Frigidaire; The White House—small 
appliances; Sherman, Clay—NKelvin 
ators 
Preparations are 
going on tor displays 
Los Angeles in the San Diego 
Exposition, in which 
a number 9/ Los 
Angeles firms will be 
represented. A Demonstration Home, 
remodelled from an old one, adver 
tised wiring, lighting fixtures, and kit- 
chen equipment. Various local stores 
did the outfitting. The month's ads are 
too extensive to record in detail. Here 
are a few high spots: The May Com 
pany celebrated both May Day and 
Mother's day and covered pretty near 
ly the entire range of electrical equip 
ment in their ads. A page on electric 
refrigerators featured five makes. 
Eastern: laundry equipment and_ re 
frigerators. Bullock's held a three-ring 
“Gadget Circus,” with sideshows, 
demonstrations and a cooking school. 
Not to mention extensive advertising 
of refrigerators, washers and small ap 
pliances. The Broadway specialized on 
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A SELF- REGULATING 


ROASTER 


With “I-step’” Automatic 
Control - 


It's here—an electric ROASTER 
that is fully automatic . . . that 
requires but a single setting of 
its thermostat . . . that regulates 
its own heat almost as accur- 
ately as time is regulated at the 
Naval Observatory. And of 
course, it's an EVERHOT. 


EVERHOT engineers, cooper- 
ating with a large research or- 
ganization, worked for months 
to perfect the “electric brain” 
that makes this new cooking 
convenience possible. 


Place a large fowl, or roast, 
or a complete dinner in the 
EVERHOT. Plug in. Set the 
thermostat at the desired temp- 
erature. The cooking proceeds 


AUTOMATICALLY, without fur 
ther attention. 

No pre-heating. You start 
with a cold oven and the cook 
ing is completed in less time 
than by other methods 
and with a saving of 50°, in 
current consumption. The elec 
tric heat is accurately measured 
and controlled to suit the cook 
ing task, bringing about this 
amazing economy 

This is a ROASTER year 
Thousands will be sold during 
the summer months. The EVER 
HOT, with its revolutionary 
features, its beauty, utility, anc 
economy, will give you the ‘up 
per hand" against keenes! 
competition. 


INTRODUCTORY OFFER COUPON 


THE SWARTZBAUGH MFG. CO.. 
Toledo, Ohio 


ROASTER with 
NAME 

STREE! 

STATE 


Send prices and additional information about the EVERHOT Automatic 
1-Step'’ Control and Self-Regulating feature 


EVERHOT 
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Six: Promotes the all-electric kitch- 
en idea by giving the prospect an 
intimate picture of how the electric 
kitchen would look in her own home. 

Seven: Because of its flexibility, the 
sales coach is of great value for ex- 
hibit purposes at fairs, expositions, etc. 

The experiences of a few sales 
coach operators probably best demon- 
strates the value of the coach as a 
merchandising medium. 

H. S. McKeown, Spartanburg, S. 
C., dealer, who has operated a sales 
coach for more than a year, says its 
operation has brought a return of 
at least 300 percent upon his invest- 
ment. When he purchased the coach 
his older salesmen didn’t take much 
stock in the idea, contending their 
way of selling was good enough. 

“Due to the fact that our territory 
consists of many small mill towns I 
figured that a sales coach would pro- 
vide an ideal way to show the people 
what we have to offer,” says Mc- 
Keown. “Since our older men didn’t 
enthuse over the proposition I found 
a new salesman who never had sold 
refrigerators. I gave him a few days 
training and started him out with the 
coach. His first day netted him five 
refrigerator sales—and was he set up! 
Our other salesmen opened their eyes 
and from then on there was a con- 
tinual argument over use of the coach. 

“As weeks went by we decided to 
put one man, Luke Hallman, in 
charge of the coach as regular sales 
pilot. His sales increased gradually 
until we were forced to put on an- 
other truck and delivery crew exclu- 
sively for handling Hallman’s sales. 

“A number of our range sales last 
year were to people who bought re- 
frigerators the year before. When we 
drive up to the door and show them 
how good a range looks beside the 
refrigerator they just can’t say ‘No’. 
Our range business has about doubled. 
In one village there are about 200 
homes and we have sold 172 refrig- 
erators in the town. 

“Nlany of the people contacted by 
the coach never come to Spartanburg. 
Consequently the arrival of the coach 
in their town is a real event. They 
are all interested. The coach gives 
the entire family a thrill as they con- 
trast their own kitchen with the magic 
kitchen before their door. Also it gives 
the salesman a thrill to see the en- 
thusiasm manifested by the prospect. 

“By equipping the coach with the 
most popular refrigerator models the 
prospect can tell at a glance the size 
she needs—the pilot thereby gaining 
the advantage of a demonstration 
without the expense of delivery and 
delay which causes a tieup of stock. 

“With the aid of the coach, Sales 
Pilot Hallman stepped up his sales 
from $5,940 the first six months of 
1933, before the coach was put in 
operation, to $16,986 the first six 
months of 1934. Giving the coach 
credit for only half of the increase 
we have a big percent return on our 
coach investment. 

“By using the coach the salesman is 
able to sell many appliances which 
add materially to his and the store's 
income. Everywhere the coach builds 
good will.” 

Grove Woolley, head of the Wool- 
ley Electric Company, Tupelo, Miss. 
dealer, placed the first sales coach 
in operation in the T VA territo- 
ry. His sales increased rapidly fol- 
lowing the acquisition of the coach. 
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Hitting the “ROAD 


Woolley has sold as high as $700 
worth of appliances in a single day 
with his motorized equipment. 

Leo Reising, pilot of the coach op- 
erated by Haried Home Appliance 
Company, Aurora, IIl., dealer, in 
commenting on coach operation, says: 

“TI find it without doubt the mod- 
ern way to sell electric refrigerators 
and other appliances. It is much eas- 
ier to secure prospects and sales.” 

General Electric distributors who 
gave the first major impetus to sales 
coach operation use, for the most part, 
the larger kitchen coachss, equipped 
with complete electric kitchens,. al- 
though some also use the smaller 
coaches as auxiliary equipment. Fre- 
quently the appliances are wired so 
they can be hooked up to power lines 
for actual cooking, and other dem- 
onstrations, given in the coach. 


CONTINUED FROM PAGE 29 


lowing the parade. The coach took 
part in the parade and more than 
2,700 people inspected it within a 
four-hour -period. 

The Belsey coach also is used ef- 
fectively in cooperation with electric 
kitchen schools. The coach is parked 
in front of the auditorium where the 
school is being held. The home econ- 
omist invites the audience to go 
through the coach following the cook- 
ing demonstration. A number of pros- 
pects are obtained in this manner. 

Each of the 79 towns in which the 
kitchen coach was used last year by 
Electrical Housekeeping, Inc., Omaha 
distributors, exceeded their sales quota 
for the year. 

The kitchen coach operated’ by 
George Patterson, Inc., St. Peters- 
burg, Fla., distributors, was taken 
by ferry to Boca Grande, located on 


“We'll Try It Again Now and This Time Remember 
To Hold Your Nose” 


Distributors find the coaches of 
greatest value in contacting old deal- 
ers and in securing new dealer out- 
lets. R. E. Mangan, sales promotion 
manager for the George Belsey Com- 
pany, Los Angles, reports that the 
Belsey kitchen coach during 1934 pro- 
duced direct sales far in excess of 
1933; that the coach frequently is 
used to get new dealers, and is tied 
in with cooking schools and dealer 
openings. 

Local celebrations, according to 
Mangan, offer a splendid opportunity 
for gaining publicity with the coach. 
In one of Belsey’s dealer towns the 
coach was scheduled for “Old Timers’ 
Day”, an annual affair. The coach 
was parked in the center of activity 
during the morning and locked so that 
no one could get in. Announcements 
frequently were made over the public 
address system to the effect that the 
coach would be open for inspection, 
in front of the dealer's store, during 
the afternoon and immediately fol- 


Gasparilla Island, off the west coast 
of Florida. Despite the fact that the 
electric rate in Boca Grande is 15 
cents per KWH, and the winter col- 
ony is composed largely of extremely 
wealthy people, the cruise of the coach 
resulted in sales of two refrigerators, 
one dishwasher and the securing of a 
number of fine prospects. Definite 
appointments were made with prom- 
inent residents and the coach was 
taken directly to their homes. Wealthy 
people, according to Distributor Pat- 
terson, are as much enthused over the 
coach as people in moderate circum- 
stances. 

The Sales Pilot Plan of coach op- 
eration is an activity that differs con- 
siderably from sales coach operation 
by distributor and dealer in that the 
Sales Pilot does not maintain a per- 
manent place of business. His sales 
coach is his store which he moves 
from town to town throughout his 
territory. The Sales Pilot Plan aug- 
ments the dealer organization. It does 


not disrupt in any way existing dealer 
operations. The Sales Pilot is able, 
because of his mobile equipment, to 
carry the operations of the dealer 
without sales coach equipment a step 
farther. 

The Sales Pilot operates through 
display agents who are the backbone 
of his selling set-up. Display agents 
usually are local merchants in small 
towns or villages who display appli- 
ances and assist the Sales Pilot in 
selling. Prospects are secured by the 
agent and virtually all sales closed 
by the Sales Pilot. The agent is paid 
a commission by the Pilot on all sales 
made in his territory. 

The equipment needed by a Sales 
Pilot is not costly. The trailer dis- 
play coach and automotive coupe rep- 
resent an investment around $1,200. 
The cost of display appliances for 
the coach is in the neighborhood of 
$500. Appliances carried in the small 
display coach vary. As a general rule 
two or more refrigerator models are 
carried, a clothes washer, vacuum 
cleaners, and a number of small home 
appliances such as radio, toaster, food 
mixer, percolater, clock, etc. 

Good Sales Pilot timber is either 
a retail salesman who has done a good 
job of selling, a sales specialist who 
can sell at retail or a dealer located 
in a trading center serving three or 
four counties. 

Sales Pilots such as D. D. Mce- 
Minn, operating in northern Illinois, 
have sold as high as 25 refrigerators 
in two weeks of coach operation 
Sales Pilot P. H. Van Wert, operat- 
ing in southern Ohio, sold 58 refrig- 
erators in a three-months period. An- 
other sales pilot reported a net in- 
come for 38 working days of $681. 

Sales Pilot R. A. Thompson, with 
headquarters at Warsaw, Indiana, in 
the territory of the H. G. Bogart 
Company, Toledo distributors, has a 
total of 22 dealers who have dis- 
played and are working under the 
Sales Pilot Plan. Thompson uses 
smart merchandising tactics by ‘dis- 
playing on his coach the name of the 
dealer in the town where he is work- 
ing. Leaving a town, the sign is re- 
moved and the name of the next 
agent to be called upon is put in place. 

Utilities are beginning to take an 
active interest in the new form of 
merchandising and several have placed 
coaches in operation within recent 
months. Their initial experiments with 
motorized merchandising have proved 
highly successful. Among the power 
and light companies using coaches 
are the Alabama Power Company, 
Texas Power & Light Company, 
Central Power & Lght Company, 
Nebraska Power Company, Illinois 
Northern Utilities Company, West- 
ern Reserve Power & Light Com- 
pany and the San Antonio Public 
Service Company. Alabama Power 
uses three coaches. Other utilities have 
used kitchen coaches owned by G-E 
distributors for special merchandising 
activities. For instance, the Ohio Pub- 
lic Service Company last fall, using 
a sales coach and a crew of men for 
contacting minimum-bill customers in 
Lorain, Ohio, sold approximately 250 
G-E Liftop refrigerators, as well as 
261 larger models and a number of 
small appliances in eight weeks. 

The utilities that have tried sales 
coach operation, almost without ex- 

(Please turn to page 49) 
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SUMMER SALES PLANS 
AND DEALER PROMOTION 


from the Manufacturers 


Manufacturers issue new booklets, leaflets and other printed 
material from time to time which can be of considerable help 


to electrical merchants not only in selling but in buying as 


IRON — In an unusually pleasing 
booklet, Proctor & Schwartz give all 
the facts on their new iron with its 
patented “Snap-stand”, featured as a 
60 per cent time-saver. No. 39. 


ICELESS FREEZER—A new product 
put out by Hamilton Beach which 
should help sales during the summer 
months, is clearly described in a re- 
cent leaflet. No. 40. 


RANGES & WATER HEATERS are 
due for some real selling this summer 
in Edison General Electric Appli- 
ance’s “take-up-the-slack” campaign, 
fully outlined for you in their promo- 
tion. No. 41 


WASHERS AND IRONERS — In 
“Facts” you will find the story of the 
plants and processes that stand be- 


HERMAN 


The Right Slant 
For More Profit 


Electric Clocks that are authentically 
modern — styled for today by the 
eminent industrial designer, Gilbert 
Rohde. Made by Herman. Miller 
craftsmen—who for many years have 
made the most beautiful clocks in 
America. Priced right for today’s 
most profitable market — giving the 
dealer a larger inargin plus a steady 
turnover. Investigate the profit op- 

of this mph line of 
suthentically styled electric clocks. 


HERMAN MALLER CLOCK CO. 
Zeeland, Michigan 

For Details of America’s 

Smartest Line of Clocks 


well. Listed below are some of these recent pieces of literature. 
If you are interested in securing copies of this material, put 
a circle around the key number of the coupon and we'll pass 


on your request to the various manufacturers at no cost to you. 


hind the 1900 Corporation's products 
shown in their booklet in color. No. 42 


REFRIGERATORS—More refrigera- 
tors can probably be sold by the 
dealer who has equipped himself with 
the General Household Utilities chart 
for home refrigerator demonstrations. 
No. 43. 


LIGHT is the title of a large booklet 
giving the full story on the material 
with which Westinghouse is helping 
its lighting dealers. No. 44. 
RANGES— You will find their recent 
catalog an unusually attractive presen- 
tation of the complete Malleable Iron 
Range line, spiral-bound and in color. 
No. 45. 


FANS—both the desk and exhaust 
types—are shown in a recent compre- 
hensive catalog issued by Emerson. 
No.. 46. 

FOOD WARMER to keep foods, 
liquids, etc., warm at table, is shown 
with their other cooking appliances 
in a leaflet issued by Sheridan Electro 
Units Corp. No. 47. 


CLOCKS in a great many novel and 
smart designs are included in Her- 
man Miller's latest catalog. No. 48. 


AIR CONDITIONING for hoth 
summer and winter is now possible 
through equipment shown by General 
Electric in their booklet “The Home 
with Air Conditioning Stays* Mod- 
ern.”’ No. 49. 

HEATER—Wesix has issued a book- 
let giving their selling plans for a 
small unit heater for which many a 
family has need even in the warmer 
months. No. 50. 


FANS—A recent piece of literature 
put out by Century Electric Company 
points to mechanical features of their 
fans which you can use in selling. 
No. 51. 
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SHEET IRON—A highly readable 
story of iron and the various treat- 
ments that render it rust-proof and 
durable for use in appliances is told 
in a booklet issued by Republic Steel 
Corporation. No. 52. 
WASHERS—If you'd like to see the 
“American Beauty” line of wringer 
washers, send for the ‘latest catalog 
issued by Getz Power Washer Com- 
pany. No. 53. 

FANS — In the United Electrical 
Manufacturing Company's latest ma- 
terial you will find their complete 
line illustrated, complete with speci- 


fications. No. 54. 


LIGHTING—Several new desk and 
study lamps recently added by the 
Greist Manufacturing Company are 
shown in their latest catalogs. No. 55. 
FANS put out by Robbins & Myers, 
of the desk, wall and ceiling types, 
are shown in a catalog with detailed 
specifications. No. 56. 

COAL STOKERS are shown by Com- 
bustioneer to offer opportunities for 
many a dealer with customers who are 
not satished with their present coal- 
burning equipment. No. 57. 


COFFEE MAKERS are shown in 
many new and pleasing designs in a 
catalog issued by the Silex Company. 
No. 58. 

REFRIGERATORS—It's interesting 
and convincing to read of the many 
tests to which Norge have subjected 
their Rollators. No. 59. 
WRINGERS and the particular ad- 
vantages of Lovell’s are shown sim- 
ply and forcefully in their latest piece 
of literature. No. 60. 


FANS in several new models are 
shown in the Fitzgerald Manufactur- 
ing Company's latest catalog. No. 61. 


WASHERS & IRONERS—Their full 
line, with a detailed check list of 
features and specifications, is shown 
in the latest catalog issued by Auto- 
matic Washer Company. No. 62. 
REFRIGERATORS— What the Gen- 
eral Electric Co. does for its refrig- 
erator dealers—their product, how it 
is promoted, how to sell it — is set 
forth in a convincing book they is- 
sue. No. 63. 

RANGES with certain special sales 
features to make them distinctive are 
illustrated in Estate's latest catalog in 
color. No. 64. 

CERTIFIED TESTING as practiced 
for 50 years by Pittsburgh Testing 
Laboratory is the subject of one of 
their recent booklets. No. 65. 
LIGHTING ACCESSORIES of every 
kind you're apt to require, from adap- 
ters to switches and from candelabra 
to sockets, are covered in the com- 
plete catalog of the Arrow-Hart & 
Hegeman Electric Company. No. 66. 


CIRCLE NUMBERS... 


Stow... OUT... 


AND MAIL 


ELECTRICAL MERCHANDISING 
330 West 42nd Street, New York, N.Y. 
I am putting a circle around the num- 
bers that look interesting. I'd like to 
get a copy of these pieces of literature. 


39 40 41 42 43 44 45 
46 47 48 49 SO Sl 52 
53 54 55 56 57 58 59 
60 61 62 63 64 65 66 
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GET THIS 
CATALOG. 


THE BIGGEST 
36 INCHES 


FULL-SIZE KITCHEN HEATER 
for coal, coke, wood. Circulates 


the heat. Keeps the kitchen 
warm. Serves also as a handy 
trash burner 


OME people called us magicians when we brought 

a complete electric range down to 36 compact inches 
without sacrificing a single feature. Now they’ll say 
we're out-Thurstoning Thurston. For we have built into 
this space-saving electric range a full-sized kitchen 
heater. Completely hidden behind a door of gleaming 
porcelain enamel, it enables the rural housewife to keep 
her kitchen warm as well as modern. A feature that 
broadens the market without broadening the range a 


si~ale inch. 


Add to this, the perfect-baking Estate balanced 


oven .. 
broiling unit. . 


its compact price.. 


. single dial oven heat control... 


1800-Watt 


. high-speed cooking top burners... the 
table-top smartness of this compact Estate . . 


. and 


. and you’ll know why the 


PERFECT 36 is getting a big hand all over the country. 


Want the facts? Say the 
word and we'll rush a man to 
lay the whole story on your desk 
THE ESTATE STOVE COMPANY 
HAMILTON, OHIO 
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ESTATE 


Electric Ranges 


All that was left of the butane gas plant at Markesan, Wis., after the 
] explosion April 14, 1935, which caused the town to change over tron 


gas to electricity for cooking 


a Town 


Hk WOMEN ot Markesa:. 
like the famed women ot 
Marblehead who tarred and 


feathered, a fellow tor some crime 
or other, took the reins out of the 
mentolks hands. They were respons: 
ble for converting the little town ot 
Markesan, Wis. into an all electric 
town within a period of two weeks. 
The menfolks couldn't say a word, be 
cause it didn’t cost them anything 

Faced with the necessity of either 
returning to coal, oil or wood tor 
cooking, when the Markesan gas plant 
exploded April 14, 1935, or using 
electricity, more than 90 per cent ot 
the citizens chose to cook with elec- 
tricity. 

Spurring them on was a generous 
offer of the Wisconsin Power & Light 
Company, owners of both the gas 
plant and the electric distribution 
system. The power company offered 
to replace all gas, appliances with 
equivalent electrical appliances free. 

In Markesan, the utility company 
had established an experimental gas 
plant, and it urged citizens to buy 
gas ranges. But when the gas plant 
went boom, the utility completely re- 
versed its position overnight, in order 
to live up to its motto of “Service.” 

The gas plant exploded on a Sun- 
day afternoon, doing approximately 
$8,000 damage, completely destroying 
the converting station. The plant had 
been one of the few butane gas plants 
in Wisconsin and had been built in 
1929 by the power company largel\ 
to experiment in production of gas 
for small cities by manufacturing 1 
at the seat of consumption. So com- 
plete was destruction that the power 
company decided not to rebuild. The 
entire load was thus thrown on elec- 
tricity, and the merchandising division 
had a major problem on its hands. 

All Sunday night the utility off- 
cials conferred, laying plans. Mon- 
day might have been not only a blue 
Monday but a cookless Monday for 
Markesan, but the power company 
rushed in a supply of electric hot 
plates and offered them to house 
holders as a temporary measure. Rep- 
presentatives offered use of the hot 
plates free until the new service could 
be installed 

Drawing on all its resources, the 
power company rushed in a crew of 


to 
Electric 


Cooking 


its most diplomatic salesmen. L. A 
Falk of Madison, Wis., merchandis 
ing manager of the Wisconsin Powe) 
& Light Company personally assum: 
ed charge of the crew. Every forme: 
gas customer was called on and 0: 
fered his choice of a new electri 
range, electric water heater, or ele: 
tric appliances, to replace those which 
had used gas. In the downtown se: 
tion of the village the power compan) 
offered to replace a gas leadpot melte: 
in the office of the local weekly new. 
paper with an electric melter. A ha: 
ness maker who had used gas wa: 
“electrified.” The Masonic Tempk 
and restaurants were provided wit! 
electric ranges. offer of new for 
old met enthusiastic reception. 

Miss Thelma Bly, home economis' 
with the power company, was broug)' 
to Markesan from Beloit, Wis. to cor 
duct cooking schools and to expla 
electric cooking to housewives. She 
remained in Markesan several 
providing free instruction 


D. W. BILLINGS 
Ripon, Wis., district manager of 
the Wisconsin Power & Light Co., 
who supervised installations at! 
Markesan, Wis., when the town 
became an all-electric town al 
most overnight 
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Estate even finds room 7 
for a kitchen heater 
inthe PERPECT SO 


— 


L.A. Falk, merchandising manager, Wis- 


consin Power & Light Company, making 
a demonstration of an electric range. 


When the gas » 
plant at Markesan, 
Wis., blew up, the Wis- 
consin Power & Light 
did a quick change act 


to electricity 
by 


R. G. Silbar 


Housewives were offered their 
choice of electric ranges (Monarch 
ind Hotpoint). One woman who had 
i timeclock on her gas range was 
ottered time-clock electric. Fur- 
thermore, the power company offered 
ro install all equipment free, within 
the shortest time possible. 

The installation job in itself was 
quite a task. Imagine a small town of 
472 population receiving a shipment 
ot more than 75 electric ranges within 
i week, all of which had to be in- 
stalled and service provided. D. W. 
Billings, district manager for the util- 
tv company, of Ripon, Wis. assumed 
harge of that phase of the change- 
over. A line crew of around 20 men 
was rushed into the town, a digging 
machine was brought in, and sup- 
plies came through by truck. Marke- 
san has train service on a little spur 
line only once every two days, so 
trucks had to be used. Local contrac- 
rors were pressed into service. The 
hotels of Markesan did a thriving busi- 
iess, with all the strangers in town. 

lo handle the increased load the 
‘lectric distribution system had to be 
econstructed. The change-over had to 
‘e completed by May 1. The power 
ompany spent $10,000 in rebuilding 
the distribution system. Its offer of 
‘ree ranges for old added a few more 
‘housand dollars to the total cost. 

salesmen found themselves con- 
ronted with competition from com- 
oressed gas salesmen, who swarmed 
m the town, offering portable home 
gas systems to replace the gas supply. 
Chey had to educate people to the 
advantages of electricity over gas, 
sometimes explaining the proposal in 
Danish, sometimes in German to the 
stolid citizenry. But within two weeks 
more than 90 per cent of the former 
“as customers had signed to use elec- 
tricity, 
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Suppose 


YOU were to set out to design and build a motor that would have definite sales 
appeals to help you sell washing machines. 


You would... 


TAILOR THE MOTOR TO ‘THE JOB. 
You'd make certain that it was of balanced 
design, with the correct mechanical and 
electrigal characteristics — so balanced as 
to minimize vibration and wear and tear 
on the mechanical parts, and thus contri- 
bute to quiet operation and long life. 


MAKE IT INTERCHANGEABLE, so that 
if for any reason the motor should need to 
be removed, it can be replaced quickly— 
just as simply as your car battery—without 
disturbing alignment and without carting 


to make the motor a definite 
sales point for YOUR WASHER 


_ the washer to your shop — merely by 


loosening two screws. 


MOUNT THIS MOTOR IN SPRINGY, 
LIVE RUBBER protected from the de- 
structive effects of oil and air so that the 
mounting would last a long time and be 
continuously effective in isolating noise. 


GIVE THIS SUPERIOR MOTOR LIFE- 
TIME LUBRICATION, good for the life 
of the washer on which it was originally 
installed. You'd design it so that not one 
drop of oil would ever have to be added. 


The G-E line of electric equipment for home and industry includes motors, large 
ind small, of all types: switches; transformers; wire and wiring devices; cable. In 
brief, FOR EVERYTHING ELECTRIC, IT PAYS TO SEE GENERAL ELECTRIC. 


GENERAL ELECTRIC 


We have done all these things for you. The General Electric motor (Type KH) for do- 
mestic washing machines has all these essential characteristics—and more. It embodies 
the features that, from 26 years’ experience in the washing-machine-motor field, we know 
manufacturers and their dealers want. General Electric, Dept. 6B-201, Schenectady, N. Y. 


070-76 
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BUILT as you would build it 3 

= | 2 


A COOLAIR Ventilating and Cooling System draws fresh, cool, 
invigorating breezes through the home and forces hot, stagnant 
air out of the attic through louvers and other openings. 


The COOLAIR Ventilat- 
ing and Cooling System 
home cooling fan is shown 
at the lefc with patented 
installation features cov- 
ered by United States Pat- 
ent number 1,992,112. Note 
the spring suspension fea- 
ture, which eliminates vi- 
bration. 


HOME COOLING AND VENTILATING SYSTEMS 


The answer to 


LOAD BUILDING 


AND MERCHANDISING PROFITS 


POWER COMPANIES: Increase the revenue from your small 
accounts by promoting COOLAIR systems. The small accounts 
make up in number what they lack in size and constitute one of 
your greatest load-building possibilities. 


DEALERS: Increase your summer sales volume. Every home is a 
prospect for a COOLAIR system and each sale will swell the list of 
satisfied customers who will call you for other items in your line. 


Write today for new COOLAIR literature. 


AMERICAN COOLAIR CORPORATION JACKSONVILLE, FLORIDA 


SSS 
SYSTEMS: 
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Chris Nygaard in front of his 
windmill tower 


HENEVER a stormy breeze 

doth blow, the jack comes roll- 
ing in, is the way Chris Nygaard de- 
scribes his windmill battery charging 
outfit. 

Located at a cross road six miles 
out of Zumbrota, Minnesota, Chris 
has sold approximately 500 battery 
radio sets to farmers from his com- 
bined electric shop, garage and filling 
station. Incidentally he’s a Sentinel 
dealer. The batteries run down and 
farmers want them charged. Hence 
Nygaard hit upon the idea of putting 
a wind electric plant in the back yard 
and charging batteries at 25c per copy. 
If the farmer can tip him off to a 
neighbor who is a hot prospect, Chris 
gives him four battery chargings free. 

So, whenever the winter wind starts 
shrieking over the Minnesota prairie, 
Chris peeks out, rubs his hands and 
says, “Fine, that'll buy the baby some 
shoes.” 


Chris Nygaard points to his batteries 
charging 


NOW YOU CAN SELL 
MORE REFRIGERATORS 
TO SAME PROSPECTS 


Write and Find Out About 
this Sound Selling Aid 


Balky prospects need something to clinch 
their belief in your refrigerator’s merit, 
If these prospects believe in your refriy 
erator, you sell them. Here is the way 

Dealers have found that the temperature 
record chart of a Practical Recording Ther- 
mometer convinces many doubting pros 
pects. Because it is easy to see that the 
chart record is mechanically made and au- 
thentic. And the prospect believes it. With 
belief comes the exact state of mind that 
Goses the sale. More prospects are sold 


Use this Practical Thermometer 
to belp sales 


This good looking, attenuon grabbing 
thermometer gives your salesman the extra 
needed talking point. It proves you are 
willing to show the facts to every prospect 
This thermometer helps your salesmen fix 
tue prospect's attention on the quality of 
| your box. 


There are 9 distinct ways in 
which it helps to sell 


Write w us for the complete list of the 
ways Practical helps your sales work. They 
are simple and effective. 

Remember! Practical Instruments are al- 
so used in Service work. They save labor. 
time and money. For only a few pennies 
cost per job they show what is wrong. 
what to do and how well your work 1 
done. They are built strong tw “take 
rough handling. You should find out abou: 
their Service uses, as well as their uses 
in Selling prospects. 


Special Trial Offer 


Prices: Themometer $18, Motor Re 
corder $21, F.O.B. Chicago, complete with 
carrying case, bottle of ink and supply o! 
charts. 

Our trial offer gives you 15 days 
check the instrument yourself in actual 
selling. Write and find out exactly how 
take advantage of this. Also, every Prac 
tical instrument you buy is covered by « 
1 year, unconditional guarantee tag a‘ 
tached right to each instrument. No risk 


Free Information to You 


You owe it to your sales force to find 
out the facts. No salesman will call. Ask 
your distributor his opinion of Practical 
instruments. Or write to us for free in 
formation: illustrated description, list of 
sales uses, terms, guarantee, special 15-day 
trial offer. It costs nothing to find out and 
you will learn a new way to boost your 
sales work. 


Practical Instrument Company, Dept. 16, 
2717 N. Ashland, Chicago. 


| MEMO: WRITE TO PRACTICAL 
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Hitting the Road 


ae ~CONTINUED FROM PAGE 44 


coach operation, almost without ex- 
ception, are convinced that the sales 
coach offers an ideal medium for con- 
tacting prospects in small towns where 
it is inadvisable to maintain merchan- 
dise displays and for cultivation of 
minimum-bill users of the small-in- 
come group class in an effort to build 
them into profitable accounts. 

The San Antonio Public Service 
Company placed its sales coach in 
operation last September 1. In the 
first three months of operation sales 
traceable directly to the coach opera- 
tion included : 


30 electric ranges 

20 percent increase in refrigerator 
sales. 

Sale of a sufficient number of small 
appliances to more than pay for 
the operating expense of the 
coach. 


A feature that lends unusual value 
to the San Antonio coach is that it 
is designed in a manner that permits 
ready conversion into an all-electric 
kitchen; all-electric laundry; a com- 
mercial equipment showroom or a 
Russ bar set-up with G-E refrigera- 
tion. By the use of portable equip- 
ment it is possible to connect all ap- 
pliances to electric lines. 

The coach is used to promote ap- 
pliance sales in a semi-rural district 
of 5,000 meters, comprised of 25 
towns within a radius of 40 miles of 
San Antonio. It is routed to visit each 
town once every six weeks. 

Miss Clara West, home economist 
for the utility, conducts cooking 
schools and demonstrations in the 
coach, an activity of much value in 
the merchandising of appliances in 
rural sections. 

The Central Power Company, 
Grand Island, Nebraska, inaugurated 
sales coach operation October 1, last 
year. The coach began its work in 
Palmer, Nebraska, a very small com- 
munity, where, during the first two 
days, two electric water heaters were 
sold. About 50 people went through 
the coach while it was parked in 
front of homes of prospects. Says an 

The Alabama Power Company, 
Birmingham, serving 487 communities 
in a territory covering 48,000 square 
miles, is doing an outstanding job 
in building domestic load, largely 
through the conversion of unprofitable 
accounts into profitable customers. 

Last fall the utility placed three 
sales coaches in operation. They cover 
the entire state of Alabama develop- 
ing appliance prospects and supporting 
efforts of the company’s 77 retail out- 
lets and its 139 cooperative dealers. 
Each coactt, is manned by a sales su- 
pervisor and a home service girl, the 
latter for demonstrating the various 
electrical appliances and instructing 
purchasers how to use ther most effi- 
ciently. The coaches in their first cir- 
cuit of the utility's territory are given 
credit by Alabama Power sales heads 
for developing 6,100 appliance pros- 
pects for immediate sales. The pros- 
pects are followed up by resident sales 
managers whose function is to close 
the sales. 
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Sell them 
GASOLINE-POWERED WASHERS 


Here is a way that you can turn more of your farmer 
customers into washing machine buyers...Tell them 
about the advantages of gasoline powered washers! 
...Remind Mrs. Farmer that even with no electricity — 
she can enjoy the thrill of a clean, fresh-smelling 
family wash without the drudgery and time re- 
quired by old-fashioned methods . . . Show 
your gasoline motor washing machines to 
your farmer customers — demonstrate how 
easy they start—feature them “up front” in 
floor and window displays . .. Do this — 
and you will get that extra profit. And, 
too, don’t forget that Briggs & Stratton 
equipped power washing machines 
are easiest to sell and are ‘‘stand- 
ard” on most washers. Write your 
washer manufacturer for details. 
Briggs & Stratton Corp., Milwaukee 


EASY STARTING 


ENDORSED BY NEARLY ALL WASHER BUILDERS 
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4 
DEPENGABLE 
GASOLINE 


Sunbeam Mixmaster Coolair Fan 


American Coolair Corp., 


eview of New Broducts 


Chicago Flexible Shaft Co., 


5000 Roosevelt Rd., Chicago, Il. 3004 Mayflower St., Jacksonville, Fla. : De 
Device: Coolair attic ventilating system 
for homes of all types. De 


Description: Consists of large, quiet 


Gibson Refrigerator 
Gibson Electric Refrigerator Corp., 
201 N. Wells Bidg., Chicago, Iil. 

Medel: C-655. 

Capacity: 6 cu.ft. food storage; 3 trays, 
63 large ice cubes. 

Special Features: Gibson Freez’r shelf; 
automatic interior light; triple Util- 
4-Rac; 12-point temperature control ; 
twin chill-trays; Gibson hermetic 
Monol'nit, 1/5 h.p. Delco motor; 
porcelain interior, lacquer exterior, 
streamlined hardware. 

Price: $145.—Electrical Merchandising, 
June, 1935. 


Dewice: New improved Sunbeam auto- 
matic Mixmaster. 
' Description: New Automatic power con- 


trol gives full power on every speed. 
New-type governor-controlled motor 
has 60% more power on high speed, 
1230% more on medium speed and 
1840% more on low speed, gives full 
power on every speed, the manufac- 
turer claims; can be set for any speed 
desired and it automatically holds ex- 
wt speed no matter how heavy batter 
becomes; oranges can be juiced on 
slow speeds and reamer won't stall, 
Full-Mix Beaters with larger paddle 
surfaces produce greater aeration, 
smaller air cells finer texture, reach 
from top of mixture to bottom of 
bowl; leak-proof oiling system for 
heater bearings; spiral grooves in 
beater shafts carry lubricant upwards 
from new sealed 1-piece oil cups. 


Price: $22.50; (West of Denver $23.25). 


Electrical Merchandising, June, 1935. 


Miller Clocks 


Herman Miller Clock Co., 
Zeeland, Mich. 


Models: 7: Nos. 4737, 4732, 4094, 4739, 


4738, 4730, 4726. 


Descripetion: No. 4737, Tulipwood case, 


solid mahogany base; 2-toned silver 
plated dial, lithographed numerals; 
64% in. high, 5 in. wide, 2 in. deep. 

No. 4732, mahogony case, maple burl 
front; beaded inlay; 2-toned silver- 
plated dial; 6% in. high, 5 in. wide, 
2 in. deep. 

No. 4094, Prima Vera or mapie 
burl case with carved mahogany hase; 
oval silver-plated dial; 5 in. high, 8 
in. wide, 244 in deep. 

No. 4739, polished chromium frame 
and base; 64% in. high, 8 in. wide, 
3 in. deep. 

No.4738, Rosewood, mahogany, wal- 


Coolair fan with spring suspension 
installed in attic; fan is connected to 
grille in ceiling of hall by a duct; 
pulls cool fresh air through open doors 
and windows through rooms, through 
grille and exhausted into attic, where 
hot air is forced to outside through 
louvers and other openings.—Electrical 
Merchandising, June, 1935. 


Improved 
Whiting Stokers 


Whiting Corp.,, Harvey, Ill. 


Medels: Standard domestic models, 3 


sizes: 20, 30 and 60 Ibs. coal per hr. 


nut or white maple; nickeled half Za SS D 
aphere hour wl ge in. high, 51% in. Description: New models retain all pre- 
Ne. 4790, whiee holly cane, Mess vious features responsible for low cost 
‘ Peroba inlay; 5 in. high, 6% in. wide, operation, such as Dual Draft burner ; D 
2 in. doo. new features consist of simplified 
No.4726, Harewood front with black Masterstat” 
marks; in. square, 2 in. deep. ti 
Prices: No. 4737, manual, $7; self-start- Eli fled — 
Kelvinator Water Cooler ing, 8.50; 4732, manual, $8;  self- 
Kelvinator Corp., Detroit, Mich. starting, $9.50; 4094, self-starting, $200 Blectrical 
L Model: WCW-8 faucet type water $15; 4739, 4738, manual, $6; self- 
cooler for use in bakeries, laundries, starting, $7.50; 4730, manual, $6.75; 
Frigidaire other high temperature rooms. self-starting, $8.25; 4726, manual, $4; 
Air Conditi Description: Water cooled, double tube self-starting, $5.50. — Electrical Mer- 
LIT nditioners condensing unit with solenoid water chandising, June, 1945. 
Frigidaire Corp., Dayton, O. valve not affected by high tempera- wv 
Models: SC-40 and SC-80. tures, dust or lint; special Kelvinator 
Description: Self-contained; equipped design sleeve type direct cooling unit; 
with thermostatic controls and outside refrigerant controlled by high side 
ventilation with air filters; SC-40 has float valve; adjustable temperature 
approximately ¥% ton refrigeration ca- control located in condensing unit 
pacity; SC-80, % ton; designed for compartment; 4 h.p. motor; storage 
individual installations in homes, of- capacity approximately 3 qts.; self 
fices, hotel roéms, hospitals, retail closing, chromium plated, push-in v 
shops, walnut shells; con- type faucet for one-hand opera- I 
ventional design. tion, chromium plated waste re- i 
ayton. — Electrical Merchandising, rear of cabinet for remote connection; eland 
all water connections. accessible from 
of 21% 24% Description: Bakes muffins, biscuits ; 
in. deep, 43- in. high steel cabinet . i i . 
andising, June, 1935. A Radi i 
é 9 uto adios d.c.; plugs into light socket; chrome 
Westinghouse Electric Supply Co., plated ; cool black handles. 
150 Varick St., New York City. Price: $3.50.—Electrical Merchandising, 
Models: Drum-Major and Leader. 


June, 1935. 
Description: Drum-Major; 6-tube su- 
perheterodyne; drum type case; “zip” 
cover; tubes easily accessible; alumi- 
num finish. 

Leader: 6-tube receiver; dust proof 
5-in. dynamic speaker; control heads, 
both models, attached for uniform 
mounting on steering column, ash re- 
ceiver or dash mounting; rigid 3-pt. 
mounting assures easy installations, 
eliminates vibration; built-in speaker 
connections; 3-gang condenser; auto- 
matic volume and tone control. 

Price: Drum-Major, $52.95; Leader, 
$44.95. — Electrical Merchandising, 
June, 1935. 


Bond Flashlight 
The Bond Electric Corp., 
; Jersey City, N. J. 

Device: Focusing spotlight equipped 
with clamps to fasten to automobile 
steering column. 

Price: 7Se. — Elecrtical Merchandising, 
June, 1935. 
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Signal Fans 
Signal Electric Mfg. Co., 
Menominee, Mich. 

Device: Window type ventilating fans, 
adjustable and built-in. 

Description: Adjustable type for win- 
dows from 24 to 27 in.; built-in type 
for permanent installation; both types 
supplied with a.c. or d.c. motor, (not 
Universal) ; 10 in. silent blade dis- 
places 530 cu.ft. air per min.; in- 
stallation of fan in upper inside sash 
permits raising and lowering of up- 
per window when shutters are closed ; 
shutters open by pull of cord, same 
cord controls switch that operates mo- 
tor; french gray motor and frame, 
aluminum fan blade.—Electrical Mer- 
chandising, June, 1935. 


Faries Study-Desk Lamp 

Faries Mfg. Co., Dectaur, Ill. 
Device: Study lamp designed to fasten 
permanently or with removable clamp 

to desk. 

| Description: Mounted at back or side of 
esk, swings into any position; 181, 
in. from top of desk to bottom of 
shade; adjustable from mounting 
point to center of lamp 15 to 24 in.; 
opal glass bow! diffuses and reflects 
light produced; opaque  scratch- 
brushed aluminum shade 14 in. diam.; 
100-watt bulb; designed by Wilbur 
Henry Adams & Associates. — Elec- 

trical Merchandising, June, 1935. 


Link-Belt Stoker 

Link-Belt Co., 910 S. Michigan Ave., 

Chicago, Ill. 

Device: No. 7 De Luxe automatic coal 
stoker. 

Description: New stoker is 8 in. longer 
than No. 7 standard ; sectional rectan- 
gular retort similar to larger stokers, 


aluminum fan with ‘air stream” in- 
let control. Controls include time clock 
thermostat, or “Chronotherm” which 
makes it unnecessary to turn thermo- 
stat back to 60° each night and up to 
70° each morning; other controls in- 
clude stack switch to keep fire from 
going out during night; limit control 
to prevent overheating where window 
1s opened near thermostat. De luxe 
and regular models available in sizes 
for bungalows and buildings up to 
6 flats. — Electrical Merchandising, 
June, 1935. 
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with inside and outside air ports; sta- 
tically and dynamically balanced 

| 


WASHERS 


te: 


Those who know how to build value into what 
they sell also know how to discern value in what 
they buy. The makers of Boss “Thermo” Wash- 
ers in Cincinnati, with 46 years of experience 
behind them, and with such improvements as 
the Automatic Control “Safety-Bar” Wringer, the 
“Turbulator” washing principle and the Thermo 
Multi-Wall Heat-Sealed Tub and Cover to their 
credit — use Sunlight motors as standard equip- 
ment. And Sunlight motors, we believe, do their part in making 
the Boss “Thermo” Washer “the Pinnacle of Efficiency and Value.” 


SUNLIGHT ELECTRICAL COMPANY 


WARREN, OHIO 
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THE BIG DEMAND 
for VENTILATION 


will boost your 


summer sales curve 


and ventilating business is profitable 


Breezo Cooling Fan 


for Cates, Restaurants, Stores 
NEW > 
DESIGN! 


NEW 
LOW 


PRICE! 


Hundreds of prospects 
are now cageriy awalt- 
ing Cooling Fans 
in every community! 
These include owners of 
restaurants, cafes, beer- 
aerdens, billiard rooms, 
small theatres, dance 


talme, im fect ownets 
of every kind of extab- 
lishment where people 
congregate 

The 1935 Stream-line 
Model Hreezo (Cooling 
Fen has number of 
important im, ts 
in design and const ruc- 
tien. 

greatest importance ix the tilting fen 
head, recently perfected, which permits direct - 
ing the blast up, down, or horizontally as 
desired 

The fan ix of improved three-blade, high 
efficteney design which handies maximum 
amount of air with very little noiw. A two- 
speed moter provides a desirable capectty 
ranger 


WRITE TODAY 
FOR BULLETIN No. 2977 > 


with BREEZO FANS 


All your prospects need not be 
home owners. Think of the clubs, 
restaurants, offices, institutions, etc., 
to which fresh air will be a welcome 
comfort when the stifling heat of 
summer hits your section of the 
country. Perhaps it’s already with you. 

Now’s the time to line up with 
Breezo, and push hot weather com- 
fort with Breezo Fans. It’s a sure way 
to take the slump out of summer 
sales. 

Many leading appliance dealers 
have already laid plans to boost hot 
weather business with Breezo Fans. 
They know the value of the recogni- 
tion Breezo enjoys — their economy, 
and service-free performance. BREE- 
ZO Ventilating Fans and Breezo 
Cooling Fans described at the left 
offer real summer sale profits to the 
dealer. Write for prices! 


Buffalo Forge Co. 


205 Mortimer St., Buffalo, N. Y. 


In Canade: Canadian Blower & Forge Co., Lid., 
Kitchener, Ontario. 
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A Review of 


Wesix Heater 
W esix Inc., 390 First St., 
San Francisco, Calif. 


Device: Portable circulating heater. 
Description: Operates from any outlet, 


1250 watt capacity, 110 volts; nickel 
chromium wire element supported in 
grooves so that it cannot sag or short; 
ceramic “chimney” provides flue ac- 
tion mounted on resilient springs to 
take up jars and jolts; circulation 
provided at velocity of approximately 
160 ft. per min.; radiant heat evenly 
spread over 180° angle; legs and han- 
dle remain cool, no heat radiates from 
back; 17 in. high; aluminum body 
with ebony like handle and legs.— 
Electrical Merchandising, June, 1935. 


Universal 
Milk-Food Warmer 


Landers, Frary @ Clark, 
New Britain, Conn. 


Device: Combination milk and liquid 


food warmer. 


Description: Consists of 8 oz. Hygeia 


bottle; 24 oz. water heater; 10 oz. 
food pan; chrome plated finish; 40¢ 
watts ; equipped with Universal safety 
fuse plug which automatically melts 
and turns off current when through 
lack of water appliance becomes over- 
heated. 


Price: $7.50—Electrical Merchandising, 


June, 1935. 


Garfire Extinguisher 
Garrison Engineering Corp., 
Waterbury, Conn. 


Device: 3 \b. gun-type fire extinguisher 


using new dry method of fire extin- 
guishing. 


Description: Suitable for home, shop, 


club, hotel, motor-boat, aeroplane, etc. 
Consists of pump gun and projector 
in brass exterior shell. Garrison Du- 
gas compound kills flames instantly, 
eliminates loss from damage by water 
or wet chemicals, the manufacturers 
claim. 1914 in. long, 3% in. diam.; 
modern design; wall brackets for 
mounting on wall. 


Price: $3.75.—Electrical Merchandising, 


June, 1935. 


One Minute Washer 


One Minute Washer Co., Newton, lowa, 
Model: 260. | 
Description: Bottom aluminum agitator, 


+ wings extend to top of agitator, 
makes 190° turn; large capacity, spe- 
cial One Minute water action corry- 
gated tub, green and white stipple 
finish; fully enclosed gear assemb|, 
rups in bath of oil; V-belt in grooved 
pulleys; Westinghouse 110 volt — 60 
evele, a.c. h.p. motor, rubber mount- 
ed, 3-pt. suspension; convenient out- 
side auto control clutch; Lovell 5A 
patented push safety-bar release 
wringer with convenient automatic 
tension reset lever; 214 in. semi-bal- 
loon, soft white rubber rolls, green 
base and legs blend with lighter green 
tub.—Electrical Merchandising, June, 
1935. 


Anchor 
Oilmotor Drive Stoker 


Anchor Stowe Range Co., Inc., 
New Albany, Ind. 


Device: Anchor Oilmotor Drive unit 


designed for use with Anchor Kol- 
stoker. 


Description: Unit employs powerful hy- 


draulic principle, using a minimum 
of parts to rotate worm which de- 
livers coal from hopper to fire; high- 
pressure improved type o+} pump pro- 
duces even flow of oil, develops 200 
Ibs. cylinder pressure which delivers 
oil to double-ended cylinder; pump is 
located on same shaft that drives fan 
and is driven by same motor through 
a V-belt and pulleys; valve mecha- 
nism employs same reversing prin- 
ciple as used in steam pumps, steam 
engines and water motors. 

Anchor Kolstoker available in 22 
sizes—cabinet models for homes, apart- 
ments, churches, etc., heavy duty in- 
dustrial models for larger plants. — 
Electrical Merchandising, June, 1935. 
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GE Air Circulator 
General Electric Co., 
Air Conditioning Dept., 
570 Lexington Ave., New York City 


Device: Type HV-1B attic air circulator. 
Description: Consists of motor mounted on 


resiliant base directly connected aphon- 
ic pressure type propeller fan with 
orifice assembled in cabinet; may be 
set in front of attic window; plugged 
into nearest outlet or permanently in- 
stalled with duct connection to out- 
side with suitable wiring, time switch 
and other accessories; delivers from 
2200 to 2900 cu.ft. air per min. when 
connected to a 110 volt, 60 cycle pow- 
er supply. — Electrical Merchandis- 
ing, June, 


Gruber Lighting Fixture 
ruber Bros., 
72-78 St., York City 


Model: No. 1600, 3-G unit using 1.E.S. 


certified 10 in. glass reflector; wired 
with 2 circuit loop switch; 3-point 
switch for 100-200-300 watt 3-way 
bulb; antique brass with 2 in. pewter 
shade. 


Price: $25.50. — Electrical Merchandis- 


ing, June, 1935. 


Indicator T attelites 
Littlefuse Laboratories, 
1772 Wilson Ave., Chicago, Ill. 


Device: Tiny neon pilot light operating 


on standard commercial voltages—90- 
250 a.c. or d.c. tells when motor, heat- 
er, clock, radio, toaster is operating 
directly or in remote control circuits; 
can also be made to indicate open cir- 
cuits switches, blown fuses, etc.; not 
affected by vibration; equipped with 
octagon shaped bases similar to those 
used on switchboard lamps; dead 
front panel type mountings with clear 
phenolic resin caps available; limiting 
resistor used in all neon lamps i is built 
into mounting; for circuits requiring 
no resistor a direct terminal is pro- 
vided. — Electrical Merchandising, 
June, 1935. 


Improved Barcol Fans 
Barber-Colman Co., Rockford, Ill. 


Models: Redesigned 10 and 12 in. fans. 
Description: Equipped with aluminum, 


four-bladed airplane-type propellers; 
filtering type wick oilers have 6 
months’ lubricating capacity; 105-120 
volts; 50-60 cycles; 10 in. fan moves 
400 c.f.m. in low speed, 575 in high; 
134% in. high overall; 12 in. fan 
moves 500 c.f.m. low speed, 675 c.f.m. 
high speed; 14144 in high. Bakelite 
base and motor case. 


Price: 10 in. non-oscillating $7.25; 


oscillating $10.75; 12 in. oscillating 
$14.75. — Electrical Merchandising, 
June, 1935. 


NoDraft Fan 


Acme Engineering Products Co., 
236 W. 55th St., New York City 


Device: No Draft ‘ventilating fan. 
Description: Turned on at full force, 


will not disturb objects of the lightest 
weight; clarifies air, eliminates odors 
from kitchen or laboratory; fan motor 
wound for silent, slow speed; cool 
running; heavy gauge disc blade bal- 
anced, free from vibration; 12 in. fan 
has 4-point, 3-speed switch and felt 
covered base; hinge joint for vertical 
or wall mounting makes it possible 
to adjust it firmly to any desired 
sition; black enamel finish.—Elecfrical 
Merchandising, June, 1935. 


Bonney 


Refrigeration Wrenches 
Bonney Forge & Tool Wks., 
llentown, Pa. 


Device: New line of wrenches especial- 


ly designed for work on electric re- 
frigerators; flare nut and switch ad- 
justing wrenches of various styles;. 
ratchet wrenches for refrigerant cyl- 
inders; shut-off valves, compressors, 
motor included; complete assortment 
packing nut and valve stem keys also 
included in line.—Electrical Merchan- 
dising, June, 1935. 


jas 


ELECTRICAL MERCHANDISING—JUNE, 1935 


PROVEN SALES PLAN 


takes slack from 
Summer Selling 


Aggressive National Advertising Tells 
23,972,612 Women About Test 


Proved 60% Faster Ironing 
* 
PROCTOR IS YOUR 


Profit Leader 


Dealers have already proved the Proctor Plan 
a sure-fire business booster. Use it! Here is 
the natural profit leader for hot summer 
months when women shrink from the need- 
less drudgery of inefficient irons. Forceful 
national advertising in the Saturday Evening 
Post, Good Housekeeping, and McCall’s 
through the Spring and now in the peak sell- 
ing season is telling the test-proved facts of 
60% faster ironing with the Proctor! The 
ground work for Proctor sales in your com- 
munity has been laid! Now aggressive local 
promotional campaigns are ready to clinch 
these sales for you. Build your summer busi- 
ness with a natural summer item—backed by 
a complete national and local sales plan! 
Order from your jobber or write direct to 
Proctor & oF ese. Electric Co., 7th & Tabor 
Road, Philadelphia, Pa. 


Get die Details 


OF THIS PLAN 


1. An Iron Test - Proved 60% Faster. 2. An Enlarged 
Market of 90% of Your Wired Homes. 3. Powerful 
National Advertising Campaign. 4. Western Union 

Service to Give Prospects Name of Your Store. 
5. Newspaper Mats Featuring $1 Trade-in. 6. Attrac- 
tive Store Window and Counter Displays. 7. Sales- 
clinching Counter Folders and Forceful Mail Litera- 
ture. 8. Dramatic Visual Instruction Plan for Your 
Sales Force. %. Liberal Sales Incentive Plan. 10. Com- 
pelling Promotions for Any Type Store. 


TRADE-IN 


Other Proctor Automatics from $5.95 


ALLOWANCE 


PROCTOR 
IRON 
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ELECTRI 
RANGES 


Consumers are still practicing that buying economy 
which the last few years have taught them, but 
practicing with better judgment. They now realize 
that “price” doesn’t always indicate the best bar- 
gain and are susceptible to “step-up” selling. 

The L & H line of Electric Ranges is an ex- 
tensive one. The three models shown here give 
you a range with a price appeal, yet a worthy 
product, and gradual “step-up” models that make 
it easier to increase your unit of sale as well as 
your sales volume. 


Investigate this line of quality built ranges — 
smart styling, lustrous new Silver Pearl, Amber 
Pearl or Green Pearl finishes, enhanced by spark- 
ling chrome trim . . . and all the handy, mod- 
ern, useful convenience features that tempt to- 
day’s buyers. 


--.Wire or write for the complete facts about the new 1935 L&H line... 


A.J. LINDEMANN & HOVERSON CO. 


MILWAUKEE, WIS. NEW YORK, CHICAGO, SAN FRANCISCO 
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Review of 
‘New Products 


Hand yhot Vibrator 
Chicago Electric Mfg. Co., 
2801 S. Halsted St., Chicago, Ill 

Devices Model VU-8 Magnetic vibra 
tor. 

Description: For complexion, scalp, sor: 
muscles, etc.; furnished with soft rub 
ber suction applicator for facial use 
hair comb applicator for scalp and 
hard rubber Bakelite ball applicator 
for aching muscles and general bod, 
yse; available in pastel shades, ros¢, 
green, blue, and black; old ivor\ 
handle tip; 110-120 volt a.c. onls, 
$0-60 cycles; non-radio interfering.— 
Electrical Merchandising, June, 1935. 


v 


Hart Thermostat 
The Hart Mfg. Co., Hartford, Conn. 

Model: No. S2 oven thermostat. 
Description: Can be located in any con- 
venient place in oven wall and oper- 
ated from front panel by Bakelite 
knob and indicating dial; can be 
calibrated from dial; similar type of 
remote controlled thermostat also 
available for water heaters.—Electric- 

al Merchandising, June, 1935. 


Fairbanks-MorseWashers 
Fairbanks-Morse Home A ppliances,Inc., 
430 S. Green St., Chicago, Il. 

Models: 3 new models added to line. 

Description: Model SWD, oversize tub 
encased in streamline octagonal cab- 
inet, gray, black and nickel finished ; 
floodlight turns on automaticall, 
when washer starts, casts light into 
tub; wringer, 24% in. baloon rolls, 
push-pull safety plate, 1-hand bar re- 
set of wringer; drain hose used in- 
stead of faucet. Same washer also 
available with 4-roll automatic 
wringer; double wringing in 1 
operation; no safety or reverse levers; 
eliminates wrap-around nuisance. — 
Electrical Merchandising, June, 1935. 

Hart Switches 

The Hart Mfg. Co., Hartford, Conn. 

Models: Nos. 980, 990, 1299. 

Description: Toggle type heater switches 
for ranges and appliances; a.c. only; 
employ new type slow break action; 
heavy silver contacts; available for 
2 or 3-heat balanced load circuits.— 
Electrical Merchandising, June, 1935. 
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E. F. JEFFE 


New York Edison 
Will Take Orders 
For Dealers 


NEW cooperative plan for the 
increased sale of electrical 
appliances by dealers was 

launched yesterday (Tuesday) by 
The New York Edison Company and 
The United Electric Light and Pow- 
er Company. The successful carrying 
out of the plan requires the coopera- 
tion of manufacturers, distributors, 
dealers and the utility. Since July 1, 
1933, when they ended the practice of 
selling directly to customers, the com- 
panies have been engaged in a pro- 
gram of appliance sales promotion 
which included the turning over of 
leads to dealers to complete the sales. 
Now they will take orders for mer- 
chandise and will transmit these 
orders to approved local dealers. The 
companies will not accept any part of 
the purchase price of appliances sold. 
All financial transactions, whether on 
cash or deferred-payment sales, will 
be handled by the dealer who fills the 
order. The plan, according to E. F, 
Jeffe, assistant vice-president in 
charge of sales of the two companies, 
assures to all users of electric service 
suitable and acceptable electric appli- 
ances. The plan will be restricted to 
appliance dealers of high standing. 
Mr. Jeffe said, and will be limited to 
the sale of appliances that have been 
tested and approved by the companies. 
One of the required qualifications of 
dealers is membership in the Electrical 
Association of New York. The recent 
filing of materially reduced electric 
rates opens a field of great possibilities 
to the electric appliance dealer, Mr. 
Jeffe peinted out. 

A statement by Mr. Jeffe outlining 
the plan follows: 

“The Electric ‘Appliance Merchan- 
dising Plan presented on May 20 by 
The New York Edison Company to 
the members of the Electrical Associa- 
tion of New York is to be placed in 
effect on May 28, 1935. 

“This cooperative merchandising 
plan is based on the taking of orders 
for electric appliances by The New 


OOD PRESERVATION, sanitation, con- 
venience, economies effected in bulk buy- 
ing of foodstuffs, savings over the cost of ice 
and minimizing the danger of food spoilage 
are all excellent sales arguments for encourag- 
ing the purchase of an electric refrigerator 
and they all have their definite place in the 
salesman’s repertoire, but . . . if you really 
want to see consumer interest at its peak, 
show them a new GIBSON with the Magic 
FREEZ’R SHELF. 


The effect is amazing. We have actually 
heard enthusiastic housewives out-talk the 


A GIBSON 
MODEL 
AND PRICE 


ForEvery 
Family and Purse 


57959 to 525450 


GIBSON DEALER 
FRANCHISE 
Becoming 
MORE VALUABLE 


light on seeing 
this new innovation in refrigeration. 
GIBSON originated many of the features 
now in common use in electric refrigerators 
. . . they have been credited with modern 
styling effects so popular today . . . you can 
always expect something new, something dif- 
ferent, something individual from GIBSON. 
GIBSON has again drawn from long ex- 
perience in selling and merchandising house- 
hold refrigerators to present to the refrigera- 
tion trade a complete line in 1935 that, with 
a minimum capital investment, will thoroughly 
cover the volume field. 


THERE ARE NO SLOW MOVING 
MODELS IN THE GIBSON LINE 
FOR 1935 


| GIBSON ELECTRIC REFRIGERATOR CORP. 


} EASTERN DIVISION OFFICE GENERAL SALES OFFICE HOME OFFICE 
, 33.W. 42nd STREET 201 N. Wells Building ond FACTORIES 
NEW YORK, WN. Y. CHICAGO, ILLINOIS GREENVILLE, MICHIGAN 


See your Gibson Distributor today or send this coupon for full information on the Gibson 1935 
Cash Prize Contest. 


tribution of such orders to the various 
appliance dealers located in New 
York City through manufacturers. 
Except in special instances, all orders 
will be taken on appliances listed for 
less than $25 on a C. O. D. basis. 
Deferred-payment plans will be effec- 
tive for electric appliances listed in 
i excess of $25, and, from time to time, 
on appliances in special campaigns, 
such as refrigerators, electric fans, etc. 
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| York Edison Company, and the dis- 


City. State 
Mpil to Suite 1524, 201 No. Wells Big, Chicago, Illinois 


GIBSON 
| 7 Ae hii ( this 
| GENIUS OF GIBSON) | 
| EVERY DAY! | 
| wonder and de- 
| 
4 
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SERVICE 


How to Install Carbon 
Motor Brushes 


By the Engineering Staff 
The Ohio Carbon Company 


The following successive steps are 
suggested as standard procedure when 
installing carbon motor _ brushes. 
Where the job is merely a matter of 
replacement it is obvious that some 
of the steps may be omitted: 

1. Make sure that the grade and 
type of the brushes is correct for the 
machine under consideration and that 
all brushes are of the same grade. 

2. See that the commutator or slip 
ring surface is in proper smooth condi- 
tion. It is useless to install new brushes 
unles this is so. Faults generally en- 
countered are: (a) Dirty or gummy 
surface. This is usually due to ac- 
cumulations of oil and carbon dust. 
As a rule no lubricant should be ap- 
plied to a commutator for this reason. 
Suitable brushes usually supply the 
very slight lubrication needed. To 
remove dirt a rag slightly moistened 
with gasoline, or preferably the non- 
inflammable liquid carbon tetrachlor- 
ide, should be applied while the ma- 
chine is running slowly. (b) The 
commutator rings may be burnt, scor- 
ed or rough. Obviously, since this con- 
dition is a sympton rather than a 
cause of trouble, the rest of the run- 
ning conditions should be first check- 
ed. If conditions are normal take a 
light grinding or turning cut off and 
smooth up to a fine polish with fine 
emery cloth. Small machines can be 
thus treated in a lathe. Larger ma- 
chines are best dealt with by mount- 
ing a grinding attachment on the ma- 
chine itself without removing the 
armature at all. Grinding is prefer- 
able to turning, especially on com- 
mutator machines. All emery dust 
must be carefully removed as emery 
is a partial conductor and may become 
embedded in the mica _ insulating 
strips. Glass paper is of little use ex- 
cept for ordinary light routine polish- 
ing because while it is hard enough 
to remove copper from the segments 
it is not hard enough to remove mica 
equally. About the best readily applied 
test for high mica is to rest the edge 
of the finger nail on the surface of the 
commutator while the armature is 
slowly revolving. (c) Rings or com- 
mutator eccentric or spider loose on 
shaft. If present this condition must 
be cured before turning or grinding. 
(d) High or low or skewed segments. 
About the only permanent remedy is 
to disassemble and rebuild the com- 
mutator. It is caused either by im- 
proper assembly or to loosening and 
slacking back of the V ring which 
clamps the commutator segments in 
place. (¢) Mechanical vibration trou- 
bles due to shaft loose on bearings, 
unsteady foundation, unbalanced arm- 
ature etc. The cure is obvious. 

3. See that the brush rocker spin- 
dles are parallel to each other and to 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 
330 West 42nd St, New York City 


the segments, so that the edges of all 
brushes on each spindle will enter and 
leave any given segment at the same 
time. See that all parts of the spindle 
are equally distant from the commu- 
tator so that the brushes will sit flat 
in that direction also. 


4. Determine the correct neutral 
points on the commutator. This is best 
done by shutting off the current from 
the machine and then encircling the 
commutator with steel tape. Divide 
the circumference thus found by two 
if a twe pole machine; by four if a 
four pole; by six if a six pole and so 
on. At the correct points thus located 
make slight center punch marks on 
the side, not on the face of the com- 
mutator. 


5. If the brush holders are of the 
“box” type (in which the brush slides 
within the holder and is held against 
the commutator or ring by means of 
a spring controlled adjustable “ham- 
mer’) see that the inside of the box 
is smooth and clean. If the brush pig- 
tails of the former set of brushes were 
badly attached by their clips to the 
holders, or were broken, it is possible 
that the top of the hammer and the 
inside of the box may be pitted and 
burnt, due to the current being forced 
to take that path instead of through 
the pigtail itself. If the holders are 
of the type where the brushes are 
gripped in a spring controlled arm 
see that the arm can move up and 
down freely. 


(6) Set the brushes in the holders 
and connect up the pigtails. Make 
sure that the edges of the brushes on 
each arm or spindle are in line with 
each other. Then turn the armature 
around till one of the center punch 


marks on the side of the commutator 
exactly coincides with the front edge 
of any one of the brushes on one 
spindle. If the previous check-ups have 
been correctly performed the other 
mark or marks will also exactly co- 
incide with the front edges of the 
other sets of brushes on the remaining 
spindles. This is very important, es- 
pecially with interpole machines. 

(7) Grind in the surface of the 
brushes so as to fit the commutator 
or slip ring contour with special ac- 
curacy. A good job can be made of 
this by placing a piece of glass paper 
under the brush and pulling it in the 
same direction with the heaviest pos- 
sible pressure of spring while at the 
same time holding it well down 
against the commutator curvature on 
the smooth side of the paper. This is 
one of the most important phases of 
brush-fitting. When finished see that 
all glass and carbon dust is completely 
cleaned off. 

(8) Run up the machine and apply 
the normal load. See that it runs 
sparklessly or at least practically so. 
Adjust the tension spring of each 
brush till the best possible results are 
obtained. Remove the load and see if 
there is equal sparklessness. If so, the 
settings are correct. If not, adjust 
the brush rocker accordingly but very 
cautiously in the case of an interpole 
machine. Correct tension is generally 
noted in brush catalogs and may be 
either estimated by hand or measured 
with a spring balance. Note that pull 
is to be taken at right angles to the 
commutator surface, due consideration 
being given the weight of the brush 
and its location. If there is only one 
brush per spindle it must never be 
lifted while the machine is running. 


Servicing Thermostatic Expan- 
sion Valve Systems 


By R. J. Clements 

When servicing thermostatic ex- 
pansion valve systems it should, first 
of all, be remembered that gauges 
are the “eyes” of the serviceman and 
that no complaint should be tackled 
until the gauges have been attached 
not only to the low pressure side but 
to the high as well. 

For instance, should you get a com- 
plaint that the machine is short-cycling 
you will know immediately after at- 
taching your gauges whether it is 
caused by a high head pressure or 
not. If you have a high head pressure 
it is well to check screens for plug- 
ging or restrictions. Other possible 
causes are: Leaky flapper valve, ex- 
pansion valve set lower than switch 
cutout point and cooling medium not 
sufficient for this installation. (To test 
a leak flapper valve after connecting 
compound gauge to low side draw a 
20° vacuum on the low side by shut- 
ting off suction valve and permitting 
to stand for a short period. If gauge 
pressure increases it is well to replace 
the flapper). 

Another frequent complaint is con- 
tinuous operation sometimes accom- 
panied by poor refrigeration. One of 
the most common causes of this con- 
dition is shortage of refrigerant. It 
may, however, be due to: Improper 
valve adjustment (set for too high a 
back pressure), bad disk valves, worn 
parts or air in system. 

f you encounter a frosted suction 
line the first thing to check is the ex- 
pansion valve for a leaky or stuck 
open needle. If there is a constant 
hiss at the valve flush it first before 
any adjustments are made. (To flush 
shut off condenser valve at compressor 
and pump system clear of refrigerant. 
then open valve quickly, causing the 
liquid under pressure to flush through 
the system). After this is done allow 
machine to operate a few minutes to 
allow system to balance and then 
again listen to valve. If lines continue 
to frost it is well to check thermostat 
bulb to see that it is tight on drier 
coil, drier coil not in contact with 
cooling coil and load at this particular 
time is not excessive. After you are 
certain that it is not any of the above 
adjustment of the valve may be under- 
taken. Inability to adjust valve can 
be caused by: leaky needle, shortage 
of refrigerant, thermo bulb discharged, 
partially plugged screens, obstructions 
in lines caused by ice freezing tubing 
together. It is also a good idea to 
check for possible moisture in the 
system. 


Parafine oil is a good, old standby 
for cleaning “copper” tubes on wash- 
ers. Drug stores sell it but don’t knou 
the war's over. Try a hardware store. 
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Removing Pins From Washer 
Pumps 


By J. Whitaker 


Pins and other foreign objects may 
be removed from washers which have 
a belt-driven pump by connecting the 
pump hose nozzle to a water tap and 
allowing the water pressure to flow 
through the pump in a direction just 
the reverse of the normal flow. Ro- 
tate the pump by hand in a reverse 
direction and foreign bodies will flush 
into the tub. 


Refrigeration Tips 


By William Toth 

Seal Leaks. Seal leaks may often 
be traced to the seal bellows, which 
may be tested by laying a piece of 
rubber inner tube on a thick piece 
of flat glass and then laying the seal 
flat upon the rubber with the bellows 
facing up. Fill the bellows with gaso- 


WHITING PROUDLY PRESENTS 
ITS 1935 LINE 


THE JUNIOR DOMESTIC MODEL. Capacity: 20 Ibs. 
per hour. 


STANDARD DOMESTIC MODELS. Capacities of 20, 30 
& 60 ibs. per hour. 


5 line and place a piece. of rubber over 
r it. Press the rubber down slightly. 
¢ Watch for leaks. 
. Long Running Time. This is com- D E S I G N E D F O R T H E 
e mon when refrigerators are about two 
- years old. ——— it is due to ex- 
h cessive dust in the condenser. Clean 
t with an old tooth brush or paint brush. BIG MASS MARKET 
t Instruct owner to do the same peri- 
g odically. 
a Leaks in Evaporator. Ordinary 
: small leaks in an evaporator can be AT NEW LOW PRIC ES 
g closed sg plugging them with a piece :; 
a of well cleaned copper wire of the STANDARD COMMERCIAL MODELS. (Refractory 
applying flux, and then molten solder. Whiting alone offers the Dual Draft Burner 
Cut off protruding wire. 
ff High Pressure ber Testing. When —Five Speed Drive—Gas Eliminator—(and 
f refrigerant has to pumped out o H 
he on domestic models the Masterstat Control). 
t pressure is required for testing it is iti i i i 
place Whiting alone in economy of operation is 
evaporator trays. This method is cum- i 
capable of capturing the great mass market 
an old electric iron with the handle for Automatic bituminous coal heat. Whiting 
2 and outer cover removed. The cord is 
" attached to the iron and the iron is the only manufacturer offering a low- 
k placed in the evaporator, with the 
“ trays removed. Place it on the center priced quality stoker carrying maximum dis- 
| STANDARD COMMERCI counts and with a complete appliance 
. One Fer Next Winter of merchandising plan. This includes a spe- 
‘4 . cial summer selling plan and a new liberal 
the article Time - Payment Plan, cooperating with the 
7 asher Troubles,” bottom of page i 
F.H. A. Many of the foremost distributors 
i When you are called out on one of and dealers have already lined up with 
o — zero mornings such as we had 
| ast winter and find the motor over- “4 Whiting. Others should mail co pon low 
- heating and blown fuses without ap- B: ai be 
v4 parent cause just set a radiant heater for details and 1935 catalog. 
uf facing the gear case, turn it on and 
* forget it. Everything will be ok as 
soon as the grease has had a chance to 
“ warm up. ties: 750, 1,000 & 1,250 Ibs. per hour. 
d, 


Bag Cleaning Aids Sweepers 


Vv 


YOUR NEXT 


Send 
For The New 


Great Market! 


By J. C. Halvey 


WHITING 


When a cleaner brought in for re- W bitin g Catalog -Underfeed Stoker Division, WHITING COR- 
pair does not pick up dirt and me- PORATION, 15606 Halsted St., Harvey, Ill. 
chanical parts appear to be ok try Just Off We are dealers in 
cleaning the bag. This is best done STOKERS 
by turning it inside out and beating, The Press Send the facts regarding the Whiting Scoker. 
u Naturally, high “air-resistance” in EERE ETS 
e. the bag decreases suction. 
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The only heater cord with real sales 
eppeal. A glance will tell the buyer thot 
its rubber cover makes it SAFE—CLEAN— 
NON -FRAYING — LONG- WEARING. 

Altractively packaged and displayed on 
your counter in this eye-catching show- 
carton, it will outsell all other heater 
cords. 

Write to your jobber for detailed in- 
formation and prices. 


The RUBCO line includes many other over- 
the-counter items such as ZIPCORD 
REPLACEMENT SETS and EXTENSION 
CORDS; TROUBLE LAMP SETS, etc. 


new 
RUBCO LINE 
of packaged 


merchandise 


Wire Division 
UNITED STATES 
RUBBER PRODUCTS, INC. 
1790 Broadway 
New York, N.Y. 


Refrigeration “Lap-Joints” 


By J. P. Kennedy 


Cut tubing cleanly with pipe cutter. 
Don't use a hacksaw. 


Clamp one piece firmly in flare clamp 
held im vise. Select a swedging tool which 
will fit imside the tube. About half an 
inch above the blunt point of the tool 
there should be a tapered shoulder equal 
in diameter to the outside diameter of the 
tubing. 


Expand the pipe until its inside diameter 
for about 4 inch is equal to the outside 
diameter of the other piece of tubing. The 
ductility of good copper permits such ex- 
pansion without materially weakening the 
pipe. 


Sandpaper the inside of the swedged 
tube and the outside of the length to be 
telescoped within it. Fit together experi- 
mentally. If the joint seems good apply 
non-corrosive soldering flux sparingly only 
to the metal surfaces im contact. 


Heat the tubing with a blowtorch until 
solder held against the pipe will melt with- 
out contacting the flame. Capillary action 
will carry the solder into the joint if the 
pipe is kept hot enough. 


The finished joint and the simple tools 
with which it is made. They may be pur- 
chased from refrigeration supply houses or 
made hy the serviceman. Lap-joints, ex- 
tensively used by automotive repairmen, 
are strong. The only disadvantage is the 
time required to open them up should this 
be mecessery. 


Three New Service Booklets 


The R & Hl Chemical Department 
of E. 1. DuPont De Nemours, Wil- 
mington, Delaware, has a new 29 
page booklet giving all the dope re- 
quired by servicemen on “ Artic”, “ Ar- 
tic-N” and “Methyl Chloride-A” re- 
frigerants. It includes much helpful 
information on handling, detection of 
leaks, transfer methods, storage and 
other pertinent problems. No charge 
to responsible organizations. 


The National Electric Products 
Corporation of Pittsburgh, Pennsyl- 
vania sends us a 9 page “Handbook 
for the Man on the Job”, giving in- 
stallation. hints on surface and exten- 
sion wiring utilizing Metal Molding 
Metal Xtensionduct, Florduct and 
Ovalduct. Address the company at 
1116 Fulton Building for a free copy. 


The Acrovox Corporation of 70 
Washington Street, Brooklyn, New 
York, has an “Industrial Condenser 
Replacement Guide” which is ex- 


tremely useful in determining conden- . 


ser specifications for electric refrig- 
erators, otl burners and other con- 
denser-start motor devices. Write for 
one, say you saw it in Electrical Mer- 
chandising. 


Repairing Waffle Iron Elements 


By Roger H1. Hertel 
When a waffle iron is brought in 
for repair and the asbestos-seal is 
found to be charred or broken it may 
be repaired by cementing small squares 
of mica to the asbestos. 


Top 
© FUSE PLUG 


TEXTOLITE 
FUSE PLUG 


> 


HANDY-PULL 
HEATER 
PLUG 


HEATER CORD SET WITH 
UNBREAKABLE PLUG 


Don't let this line of quick-profit ne- 
cessity items slip through your fingers. 
Almost every person you meet is in 
need of one or more of these G-E Wir- 
ing Device items. Rarely do homes, 
. or factories have enough spare 
fuse plugs, sockets or cords, etc. 


An attractive window display of G-E 
Wiring Devices will stimulate store 
trafic. You make quick, effortless, 
cash sales. Many customers will also 
be live prospects for higher-priced ap- 
pliances. 


Make every wiring device sale a profit 
sale, by aggressively selling G-E Wir- 
ing Devices. See your local G-E Dis- 
tributor, for full particulars, or write 
to Section D-193, Merchandise Dept., 
General Electric Company, Bridge- 
port, Connecticut. 
*Reg. VU. S. Pat. Off. 

Listen to the General Electric Radio Program, 
dedicated to the American Home, every San- 


day at 12:15 P. M. (E. S. T.) on the nation- 
wide NBC Red Network. 


WIRING DEVICES 
GENERAL ELECTRIC COMPANY 


MERCHANDISE DEPARTMENT 
BRIDGEPORT, CONN. 
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MAKES and MODELS 


BEE-VAC (Sweep.) In the April 
issue we ran an item concerning the 
spring holding the rear ball-bearing 
race, a number of men reporting that 
it frequently forced into the inner 
ring, pushing the ball-race out of place. 
This trouble, we are informed by the 
Birtman Electric Company, Bee-Vac 
manufacturer, is due to improper as- 
sembly by repairman. 

Correct assembly is as follows: 
First operation, install bearing cup as 
shown in “correct” drawing. Then 


Correct Incorrect 
/ 


Spr 
“Sad 


down 


the cage and balls. Next the outer 
race. Then the spring cup. 

the spring and finally the outside 
cap. Tighten the two screws to 
compress the spring. Many men, we 
understand, perform operation | cor- 
rectly but then jump to operation 3. 
Then they perform number 2, fol- 
lowed by number 5 and number 4 
in this order. The spring cup is nec- 
essarily installed upside down when 
the sequence is wrong in order to fit 
over the spring. Use of the spring 
cup as shown in the “incorrect”’ draw- 
ing will ruin the ball-bearings. 


COFFIELD A, B, C, D. (Wash) 
Wringer clutch does not catch .. . 
Usually due to broken wringer clutch 
spring. 


FEDELCO 45, 45. (Wash) 
Wringer rolls stop under load . . . 
Due to rounding of square hole in 
wringer roll coupling. Install new 
coupling. 


GAINADAY L. (Wash) Tub re- 
volves in one direction . . . Due to 
worn catch on tub control eccentric. 


MAYTAG (Wash.) Broken hose 
aie Replacement can be made from 
piece of garden hose. Cut it to desired 
length. Remove drain end coupling 
and tub end coupling from old hose 
and fasten to ends of replacement. 
lime: Fifteen minutes. 


MEADOWS H. (Wash) Noise 
of screeching character . . . Due gen- 
erally to worn bushing in rack bar. 
Replace bushing or rack bar plus bush- 
ing. 


SIMPLEX (lIroner) Piece of 
cloth run through machine comes out 
showing alternate pressed and un- 
pressed lines . . . . Replace clutch 
gear. 


THOR 25, 32. Cylinder turns 
more in one direction than in reverse 
.. . Due to worn or broken end on 
cylinder reverse nut spring. 


WHIRLPOOL (Wash.) Oil ap- 
pears in tub around center post... .. 


Remove packing and replace with 
new. 


Continuous development — thirty years of it — has culminated in the Moderne, this 
masterpiece of beauty and efficiency. 

The Hotpoint Iron of 1905 was the best that money could buy then The 1935 Hot- 
point iron is the Acme of Perfection — Streamlined, with Calrod unit, moulded tailored 
handle with thumb-rest, button-nooks — each an exclusive General Electric Hotpoint feature. 
List price $8.95. 

A complete line of fully automatic irons from $4.95. Non-automatic irons from $2.95. 
Make your store Headquarters for the leading line of electric appliances. Your General 
Electric Hotpcint Distributor has a complete stock. 


GENERAL ELECTRIC 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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bhe 
PERFORMANCE 


Good performance increases sales— 


t h a t good performance of an electrical ap- 
pliance depends on the heating ele- 
ment material. If this element material 


In creases is “Nichrome” V you are assured of 


the utmost in performance, for “Ni- 


chrome” V lasts twice as long as or- 
SALES dinary heating element material. 

To make sure you are selling good 

performance specify: —“Heating ele- 

ments made of ‘Nichrome’ V, the 

Driver-Harris alloy”— on all your or- 

ders for electrical devices. 


Driver-Harris Company 
Harrison, N. J. 


“Nichrome 
Five 
Keeps 
Heaters 

Alive!” 


NICHROME 


The P 
Somber Conventional Blade New Wagner Ultra-Quiet 
Fan Styled Fan 


‘Which will attract customers to your store and lessen sales resist- 
ance to a point where a profitable sale is made? 


Which will cause the buyer to feel a “pride of ownership” as he 


does with a new radio, refrigerator or automobile? 


Which will conform to the furnishing of a modern store, office 
or home? 


Not only are Wagner Ultra-Quiet Fans of the same high quality and 
standards of performance, but they are offered at a competitive price. 
In addition, Wagner 1935 fans are styled—an equivalent to a price 
preference. That means still more profits! 


Write for full particulars about Ultra-Quiet Styled 
Fans—the fans that will increase your 1935 sales. 


WagnerElectric Grporation 
6400 Plymouth Avenue, Saint Lowis,U.S.A. 
MOTORS TRANSFORMERS FANS BRAKES 
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Dramatizing Washer Prices 


CONTINUED FROM PAGE 19 


that the piece ot equipment, when 
paid for on the installment plan 
amounts to very little difference on 
the monthly payment basis.” 

Here’s how Anderson does the 
trick: 

In the first place, the whole selling 
up idea is based on display and on the 
monthly payment plan. 

The display, if you will examine 
the pictures that accompany this ar- 
ticle, is carefully built up to suggest 
to the customer exactly what the mer- 
chandiser wants to. Namely, that 
there is a whale of a difference be- 
tween a washer that costs $38.95 and 
one that costs anywhere from $79.50 
up. Cheap merchandise is usually dis- 
played in quantities and that goes for 
second hand cars, the mass of stuff 
that clutters the counters of the 
nation’s five-and-tens or the bargain 
basements of the same department 
stores that are selling cheap washers. 
More expensive merchandise is shown 
in smaller quantities. Look at the 
jewelry stores of the better class 
where a single diamond, with an ap- 
propriate black satin background 
forms the lonely and exclusive object 
of an entire window display. Com- 
pare the single car in a Rolls-Royce 
showroom window to the mass of cars 
in a second-hand lot. In the one thing 
there is pride and the desire for pos- 
session and in the other there is an 
indiscriminate jumble which arouses 


in the eye of the beholder no more’ 


than despair and confusion as to 
which is best. 

That is exactly the principle Mr. 
Anderson uses to display low priced 
and relatively more expensive wash- 
ing machines. The machines that sell 
for $38.95 are banked in one impres- 
sive jumble, the price tag prominently 
displayed. The more expensive units 
are set off with a handsome back- 
ground and are limited to three 
models. 

But that is only the beginning. The 
customer's mind is now properly set 
for the demonstration. She has looked 
with desire for ownership on the 
better washers and noticed the big as- 
sortment of cheaper models. 

“After that first step has been 
taken,” Mr. Anderson says, “You've 
got to go one step farther. You've got 
to show her a washer that is radically 
different in appearance to the cheap 
one in order to dramatize the differ- 
ence in the two machines. I'm glad 
that the manufacturers have been 
showing a little more ingenuity in 
design lately, so that the machines we 
have to demonstrate don't all look 
alike. In too many stores the washers, 
ranging in price all the way from 
about $34.50 to $149.50 are grouped 
together in one big jumble. As most 
of them are of conventional design the 
prospective customer has a difficult job 
in distinguishing the difference be- 
tween the low-priced model and the 
one selling around the $100 limit. 

“Here we have solved that problem 
by taking a washer with a radically 
different design (Thor Electric Ser- 
vant) and using it as a background 
for another washer of modern design 
with the apron concealing the motor 


Screw is not a 
“fan.” Its performance, ap- 
pearance, quietness and air condi- 
tioning efficiency are so superior 
to the ordinary electric fan that 
there’s actually no comparison. 
Out-performs anything on market. 
Employs new, exclusive principle 
of aerodynamics. Sells instantly on 
demonstration. A beautiful, hand- 
somely finished product and a sen- 
sational, efficient air-conditioner. 
Sizes range 18” to 30” in low stand, 
wall bracket and high stand mod- 
els. Reasonably priced and good 
dealer discount. 

Write for dealer proposition 


Wausau, Wisconsin 


SUPER A-SCREWS 


DEALER 
WANTED 


by 60 year old company, with 

highest rating and world-wide 

reputation, for each of certain 

territories now open. Merchan- 

dising plan for full line of auto- 

matic coal burners includes: 

—instaliment financing by the 
comnany 

—floor plan for display stokers 

—advertising, sales and engi- 
neering assistance 

—participation in local adver- 
tising 

—prestige of company adver- 
tising in more than 100 trade 
papers 

—traveling representatives to 
help the dealer train men, 
survey jobs and close sales 


Write for details and 
copy of 24-page stoker 
book No. 1419. Address 
Dept. 5300. 


LINK-BELT COMPANY 
STOKER DIVISION 
2410 W. 18th St., Chicago 


PAGE 60 


| 
| 
AN 
| | 
Ju 


More Important 
than the 


Price Tag 


for your Profit 


The certification tag on 
the I. E. S. lamp is more 
effective in your selling 
than the price tag . . . far 
more than the endorse- 
ment of a testing labora- 
tory ... for it symbolizes 
an industry movement in 
which the Illuminating En- 
gineering Society, the 
Better Light—Better Sight 
Bureau and the manufac- 
turers of portable lamps 
and incandescent lamps 
have combined to provide 
to the public, lighting that 
is efficient, adequate and 
economical. 

The reverse side, shown 
here, certifies to its meeting 
ALL their requirements. 

Through advertising to 
the millions of readers of 
our popular magazines, the 
lamp buyers are told of 
the scientific approach to 
healthy seeing occasioned 
by lamps BEARING THIS 
CERTIFICATION TAG. 

The tag proves the qual- 
ity for you. 

Lamps not bearing the 
tag must say 
to the prospect 
read the I. E. S. i ad- 
vertising to date ... a 
who will read the enlarged 
publicity about to be re- 
leased. 


Make the tag the im- 
mt eye point in your 


p display. 
a New Y N.Y. a 


Thirty eight veurs in the service of the industry 


compartment (‘Thor ). The customer ts 
taken directly from the bank of cheap 
washers—that is, providing she has 
shown an interest in them in the first 
place—and is brought directly over to 
the higher priced washer which be- 
cause of its outward appearance and 
the many additional features it has 
looks like a machine that would cost 
three or four times the amount of the 
cheap model. 

“It is natural, then, that the sales- 
man can tell the customer that as 
long as she is buying an important 
piece of household equipment—one 
that will last her for years and be 
expected to give continuing satisfac- 
tion, that she might as well give care- 
ful consideration to the 
model. And the beauty of these new 
models is that they /ook superior. One 
look at the more expensive model is 
half the battle. 

“Then comes the final clinching 
argument—since the whole thing de- 
pends on price. Going back to the 
cheaper models the salesman explains 
that on a monthly payment basis the 
machine selling for $38.95 will cost 
her five dollars a month for seven 
months. Taking her back to the im- 
pressive $79.50 model, he tells the 
customer that the difference in month- 
ly payments is almost negligible ; $6.50 
compared to $5, the only difference 
being that, with the more expensive 
model the payments will continue for 
the balance of the year. If the ma- 
chine happens to be a $99.50 model 
then the payment is only jumped from 
$5 to $7.50, etc.” 

A similar practice is used in mer- 
chandising vacuum cleaners. A large 
bank of cleaners, trade-marked Gim- 
bel, are displayed with a price tag of 
$17.95. Over at one side are separate 
displays of Hoover, Premier, etc. 
Here again, the customer’s mind is 
conditioned even before a salesman be- 
gins to talk to her. And here again, 
it is explained that the superior piece 
of merchandise can be purchased for 
a very slight difference in the monthly 
payments. 

Ironing machines, not having 
reached the same status as the wash- 
ing machine insofar as public accept- 
ance is concerned, do not require the 
selling up method to the same extent, 
Mr. Anderson said. The problem here 
is still one of demonstrating, of get- 
ting the woman to sit down and try 
the ironer, of selling her on the com- 
plete home laundry and of preaching 
eternally on the ease of operation, and 
the simplicity of ironing by machine 
as compared with hand methods. 


A el +r demonstration in progress at 
Gimbel’s, Philadelphia (See above) 
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superior: 


TRAY FULL OF TRICKS! 


“COLD FACTS” 


No. 4 


The prospect who says. “I can't QUITE make up my mind” is offen won over by 
Flexible Rubber Trays and Grids. INSIST that ALL models of the retrigerator you 
sell come factory-equipped. Write to your manufacturer or direct to us. The Inland 
Manufacturing Co., Dayton, Ohio. 


Salesman: “And in addition to all its other advantages. this 
refrigerator comes equipped with Flexible Rubber 
Trays and Grids.” 


“Well—that settles it! My husband insisis on having 
rubber trays.” 


Prospect: 


: 
Dozens of Attempts to Improve Ice Trays Have Come and 


; ‘Flexible Rubber Trays and Grids 


in cooking 
speed after 
you ve installed a 


CHROMALOX RANGE UNIT 


This clean, flat top, rapid-heating and economical replacement 
range unit is the finest little kitchen modernizer you could 
handle. Housewives who use a trial unit for a day, can hardly 
wait to have their ranges equipped with a complete set. 


Best of all, with these units you can fit any range, without 
stocking up with a big variety of sizes. Inexpensive, detachable 
adaptor rings are provided for all ranges—only four sizes and 


A sales | wattages of Chromalox “Super-Speed” Units do the rest. 


cam paign that 
always wins 


on a your- 
de- 


Use the coupon below and learn why hundreds of dealers 
are making many new customers and building lasting good will 
in their localities. 


EDWIN L. WIEGAND COMPANY 

7525 Thomas Bivd., Pittsburgh, Pa 

Without obligation, send us complete data about Chromalox Super- Speed 

Replacement Range Units and how we can make money selling them. There . 


are approx...... . lee, ranges in the territory we serve. Check which 
We sell elec. ranges. We do not sell elec. ranges. Send u- 
catalogs about Chromalox-equipped electric ranges. 

Position . 
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SERVICES 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
wn small black face type). Fractions of a line count as a line. Discount of 10% if full pay- 
nent 1s made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: | inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 


12 unches—-$10.50 per in. (An advertising inch is measured vertically on one column. There 
are 4 columns — 48 inches w a page). 


BAGS WASHING MACHINE PARTS _ 


Replacement Dust Bags For Vacuum Cleaners! Blue Bird “Washing Machine Parts. 
Made from highest quality twill in a choice of colors 
and equipped with Insiand Fasteners, OHIO VAC | Molls for ail makes of wringers. Relts for all makes of 
washing machines and eciectrical pumps All rts for 
NAGS will please your customers. stenciling. Vaile-Kimes pumps. Devid L. Stanze, P.O. =x 313, 
Write for sample and prices. Ohio Textile Spec. Co., 
1440 W. Séth St.. Cleveland, Ohio Dest. A., Dayton, Obie. 


service dealers send for our 
catalogue No. 110 showing lowest met prices on thou- 
sands of parts and accessories for all makes. Write us 
on your letterhead today. 


The HARRY ALTER CO. 


1726 S. MICHIGAN AVE. CHICAGO, ILL.USA 


“4 O ITEMS FOR ALL MAKES 
~ DOMESTIC COMMERCIAL AIR CONDITIONING 


Sell Faster—GOODRICH ROLLS —Cost No More 


SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


Dealers & Repairmen—S — Send for 64 Page 


®@ Here are points you cannot afford 
to overlook when shipping or or- 
dering merchandise:— @ Railway 
Express not only provides swift, 
reliable transportation, but also 
maintains a door-to-door pick-up 
and delivery service in ali princi- 
pal cities and towns. There is no 
extra charge for this extra service. 
@ A telephone call brings Railway 
Express to the shipper’s door for 
pick-up and Railway Express de- 
livers to the door of the consignee. 
@ Take all the guesswork out of 
your shipping problems by specify- 
ing Railway Express. @ Phone the 
nearest Railway Express agent for 
service and information on rates. 


The best there is in transportation 
SERVING THE NATION FOR 96 YEARS 
RAILWAY EXPRESS 


we 


Find you are looking for? ARMATURE 
REWINDING 
oe ed, of parts, services and accessories, Write for prices and catalog 


write 


FLECTRICAL MERCHANDISING 
330 W. 42nd Se., New York, N. Y. 


We Stock Vacuum Cleaner Parts 


WILLMAN ELECTRIC 
2554 Sturtevant, Detroit, Michigan 


SEARCHLIGHT 
SECTION 


SALES EMPLOYMENT 
WANTED 


BUSINESS — MERCHANDISE 


SALESMEN WANTED 
to cover the Electrical, Hardware and 
Radio dealers, everywhere. Commis- 
sion basis. Wonderful opportunity. 
SW. 546, Electrical Merchandising 
330 W 42 St, N. Y. C. 


Washing Machines Wanted 
will buy stock of discontinued models or surplus 
tock, large or small lots. W. 543 Electrical Merchan- 
fising, 350 West 42nd Street, New York City. 


NEW ADS 
New advertisements for the July imue of Electrical 


Merchandising should be received at our New York 
by June to insure publication. 


if Yeu Need a Trained 


Refrigeration Man— 


®@call on this FREE Placement Bureau. 

@ Among the graduates of this school we have 
trained and competent shop mechanics, and 
efficient installation and service men avail- 
able in almost every locality. Many already 
have practical working experience. 

®Save time, trouble and money by patroniz- 
ing this service when adding to your force 
of making a replacement. No charge to you 
or to prospective employee. Write, ‘phone 
or wire for quick, courteous efficient service. 


Utilities Engineering Institute 
Placement Division 
404 N. Wells Se Chicago, Ill. 


for 
MORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum. 
. Many outstanding sell- 


Write for propomtion 


MORRILL & MORRILL 
30 Church St.. New York. N. Y. 


De You Want Getter Pacific Coast Sales? 
1 have sucewedully repreented Eastern 


specialty manufacturers in the cight Western states 
for 15 years Am resigning from present position 
June 1. want to represent a manufacturer desiring 
better sales in the West. Profitable rewlt« aeured 
on product of merit, as I have LAVE wholesale and 
retail commections throughout the territery. Write 


RA 547. Electrical Merchandising 
883 Mission St.. San Francisee 
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REPAIR SERVICE SHOWS 
“NEW TYPE” PROFIT 
FOR APPLIANCE DEALER 


Proves Key to Live Prospects 
The most profitable way to dis- 
cover out-of-date appliances or 
the need of additional ones lies 
in carefully checking repair de- 
partment records or the estab- 
lishment of a repair service for 
just this purpose. 

Keep in Contact with 20 Million 
Appliance Users 
About 85% of the almost twenty 
million washers and cleaners 
which current statistics indicate 
to be in use are in the repair 
stage. While the saturation 
point is by no means reached, 
the best market for new appli- 
ance sales lies in replacing obso- 
lete equipment or supplying the 
additional needs of an already 
demonstrated purchasing power. 

Repair Service Cuts High Cost 

Of Cold Canvassing 

Because of wear and oil soaking, 
motor brushes are the most fre- 
quently replaced appliance part. 
In fact, with a well rounded 
brush stock and a few other 
common parts, a repair depart- 
ment can be established as a 
self supporting unit for the sole 
purpose of uncovering worth- 
while leads. 
A well rounded brush stock is 
offered in Ohio’s new Universal 
Service Kit No. 3 containing 
brushes, springs and oil wicks to 
fit over 131 makes of appliances. 
It is both adequate and economi- 
cal in having a total of 150 
brushes yet only 19 sizes. 


Priced at $7.50 net to dealers, it 
offers a means of servicing prac- 
tically any appliance regardless 
of make or age thus providing 
the necessary equipment to lo- 
cate live prospects ona profitable 
basis. 


ORDER FROM YOUR JOBBER OR MAIL COUPER 


The Ohio Carbon Co., £.MC.-1 
12508 Berea Road, 

Cleveland, Ohio 

Gentlemen: 


Please send furcher information 
about your Universal Service Kit 
No. 3 including list of 131 nationally 
known makes that can be fitted. 


Air Conditioning 


to be a boomerang if the job does not 
deliver perfectly. On the other hand, 
I do recognize the incentive to air 
conditioning that fear of dust has cre- 
ated. It is like multiplying the hay 
fever market a thousand fold.” 

Like refrigeration, air conditioning 
is a seasonal proposition, it appears. 
Out of 23 private offices that are air 
conditioned, only 4 were suld after the 
end of the cooling season. It is being 
adopted piecemeal in residences. Of 
102 home installations, only 15 are 
completely air conditioned. 

Following is the classification of 

installations : 


Beauty shops 3 
Drug Companies 3 
Hospitals 
Hotels 9 


Mortuaries 5 
Offices and buildings 45 
Restaurants—night clubs 25 


Stores, sales floors 21 
Theaters 20 
Private offices 23 
Residences 102 

Total 260 


One of the current troubles, an 
official pointed out, was the over- 
selling of the small air conditioning 
unit. He stated that a one-ton unit 
was required for most offices, and not 
a half-ton unit. Such a unit might 
do very well for a bedroom, but there 
are sure to be plenty of doors open- 
ing and shutting in an office and this 
extra capacity is needed. 

Financing is another fly in the oint- 
ment at the present moment. Approx- 
imately 75 per cent of the owners 
buy with the idea of paying for the 
installation out of earnings. It is felt 
that sales should be on a two year 
basis. The best plan so far has been 
to sell the job on a cash basis and 
let the owner arrange his own financ- 
ing. Finance companies will handle 
the paper only on a recourse basis, 
and the contractor for example, does 
not wish to be liable for a $6,000 
job when his own contract calls for 
only $4,000, we will say. The dealer 
feels the same way. The best prac- 
tice, it has been found, has been to 
split the paper up between dealer 
and contractor. 

A Dealer's Experience 

Like the man who ate the first 
oyster, Glenn Carter stands out as 
the first dealer in Kansas City to sell 
room coolers. There is not a single 
engineer in his appliance business on 
Main Street. Becoming interested two 
years ago, he today has 25 air condi- 
tioning sales to the credit of his or- 
ganization. Of the 15 salesmen selling 
refrigerators two have been through 
the Frigidaire air conditioning school. 
All leads turned up are handed over 
to these two men with the under- 
standing that the salesmen who pro- 
duce them will get 2 per cent com- 
mission of the tips materialize. In- 
cidentally, the two air conditioning 
salesmen do not work exclusively on 
room coolers, as the market is not 
ripe enough for this. 

“We get leads from the executive 
association,” says Mr. Carter. “I find 
it a good idea to work on the top 
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man in every organization. The free 
service calls of our salesmen also help 
to turn up a lot of prospects, in fact, 
we have some 500 in the file. 
public is confused as to the difference 
between refrigerators and room cool- 
ers, but this will iron out.” 

Business men are easier to sell than 
women, Carter finds. Too often the 
housewife sees a new cut coat van- 
ishing when the husband wants to 
put in air conditioning. “Still,” says 
Mr. Carter, “there are certain ways 
to feel out the homes that are pros- 
pects. (1) Does the lady of the house 
suffer from the heat? (2) Are there 
any children? (3) Is the wife in ill 
health? Any of these situations can 
lead into a deal. 

20 Cents an Hour for Shop 

Cooling 

Electrical dealers thinking of sell- 
ing room coolers can profit by one of 
my mistakes,” declares Mr. Carter. 
“Originally | had our entire shop at 
3934 Main Street air conditioned. 
That necessitated keeping the front 
door closed which is bad business for 
a store. Second, it was difficult to give 
a demonstration when the whole place 
was cooled comfortably. Your argu- 
ment was invisible. As a result, we 
are doing over our job and condition- 
ing only the balcony and business 
ofhces. Thus our front door can be 
left open, and salesmen selling re- 
frigerators find it easy to invite pros- 
pects to step up to the balcony and see 
what air conditioning is like. They 
get a contrasting sample this way. In- 
cidentally it helps to get the prospect 
to sit down to a table for closing. 

No stock of room rs is carried 
by the store with the exception of an 
occasional display model. 

Mr. Carter thinks the vagueness of 
air conditioning is its worst fault at 
present. He has found that the cost 
of operating a five-ton unit in the 
average shop in Kansas City runs 
around 20c an hour. This point-blank 
figure is a help in selling. 


DYNAMO 

R. W. Phelps—Merchandise man- 
ager of the Penn Central Power 
at Altoona, Pa., is kept busy these 
days getting summer campaigns 
in shape. He pulled a big and 
highly successful range campaign 
last year, keeping it going for 
months which will give you an 
idea of the energy he puts into his 
merchandising job. 


Do you meet 
your 


sales quota 
every month 


ILEX popularity, now sweeping the 
country, is a strong stimulant for 

segging quotas. 
No wonder Silex sells! It alone features 
Pyrex brand, heatproof glass, an electric 
stove automatically timing the period of 
coffee infusion, yet retails from $1 to $2 
less than its most active competition — 
at but $4.95. 
Lovers of good coffee use Silex with such 
enthusiasm that leading central stations 
call Silex their No. 1 load builder. 
Silex is the original glass coffee maker .. . 
the complete, proven and standardized 
glass coffee maker. Silex costs less to 
stock, less to service, less to sell. To boost 
your sales simply display Silex promi- 
aently and promote it enthusiastically. 
For information to help you boost your 
dollar volume with this quick turning ap- 
pliance write the Silex Company today. 


The Original 


Glass Coffee Maker 


Exclusive features of Silex covered by more than 
30 patents 


Mail Today 
THE SILEX CO., Dept. E.M.6 
Hartford, Conn. 


Please give me complete facts about building 
volume with Silex. 


Name...... 


Firm, 


7 
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* 
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The Only Hand Cleaner 
with ELECTRIC LICHT 
@ CADILLAC No. 42 


Throws light right on its work— 
in dark corners of upholstery, stairs, 
clothes closets, autos. owertul 
suction — strong as average floor 
cleaner yet easy wo handle. Extra 
long ondh wide nozzle, with adjust- 
able brush. Model 41 twin in size 
and power but without light. 


CADILLAC 


MOTAR-DRIVEN BRUSH 


VACU CLEANER 

Model 141 

Retail Price 

9. 

NEW 

Model ELECTRIC 

LIGHT— 

Ball Bearing. 

2-Speed 

Motor. 

e Unusual 

Suction 

Exact 
Nap Ad- 
justment 


Unusual 
Strong 
Suction. 
3-Position 
Handle. 
Exact 
Nap Ad- 
justment. 


A CADILLAC FOR EVERY 
PURSE AND PURPOSE ® 


CLEMENTS 


4 MFG. CO. 6650 south 
CHICAGO 
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STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 
Market Analysis Department 
Electrical Merchandising 


ELECTRICITY USED BY HOMES 


Sales of electrical energy to domestic 
consumers of the country advanced 5.9% 
in January 1935 over January 1934, 7.9% 
in February 1935 over February 1934, and 
6.6% in March 1935 over March 1934, ac- 
cording to the following data compiled by 
the Edison Electric Institute: 

MARCH 1935 ...... 1,125,198,000 kw.hrs. 


March 1934 ....... 155,511,000 kew-.hrs. 
FEBRUARY 1935 . . 1,211,438,000 kw.hrs. 
February 1934 ...... 1,122,776,000 kew-hrs. 
JANUARY 1935 ... .1,316,743,000 kw-hrs. 
January 1934 ....... 1 243,962,000 kew.hrs. 


Average annual consumption by wired 


homes: 

Year ended March 1935...... 639 kw.hrs. 
Year ended March 1934 ...... 608 kewhrs. 
Year ended Feb. 1935........ 637 kw.hrs. 
Year ended Feb. 1934........ 607 kew. hrs. 
Year ended Jan. 1935........ 631 kw-.hrs. 
Year ended Jan. 1934........ 605 kw-hrs. 


Average monthly electricity bill paid by 
wired homes: 


Year ended March 1935............ $2.80 
Year ended March 1934............ $2.76 
Year ended Feb. 1935.............. $2.79 
Year ended Feb. 1934.............. $2.76 
$2.78 
Year ended Jan. 1934.............. $2.76 


Average residential electric rate: 
Year ended March 1935. . .5.25¢ per kw.hr. 
Year ended March 1934. . .5.44¢ per kw-hr. 


REFRIGERATORS 


Consistent with the first two months of 
1935, March and April likewise showed 
increases in household electric refrigerator 
sales over corresponding months of 1934, 
March jumped ahead by 40.7%, and April 
by 2.5%. The following estimates of total 
industry sales are prepared by the Edison 
Electric Institute, based on reports of 
NEMA for its refrigerator membership: 
APRIL 1935 266,931 units 


APRIL 1934 . . 266,264 units 
_.. 151,668 uniis 
121,636 units 
97,421 units 


Saturation, January 1935—6,020,000 homes, 
or 29.3% of total wired homes. 


OIL BURNERS 


Oil burner sales for March 1935 climbed 
8% ahead of March 1934, according to fig- 
ures reported to the Department of Com- 
merce by 160-manufacturers: 

MARCH 1935 ...... 4,130 shipped in U.S. 

March 1934 ........ 3,825 shipped in U.S. 

February 1935 ...... 3,145 shipped in U.S. 

3,089 shipped in U.S. 

Saturation, January 1935 — $36,495 homes, 
or 4.1% of total wired homes. 


VACUUM CLEANERS 


Vacuum cleaner sales in April continued 
upward, with floor-model cleaners running 
21.1% ahead of April 1934 and hand 
cleaners 66.4% ahead—as reported by the 
Vacuum Cleaner Manufacturers Associa- 
tion: 

APRIL 1935 ....79,330 floor cleaners & 
31,219 hand cleaners 
April 1934 05,526 floor cleaners & 
18,759 hand cleaners 
March 1935 ....90,693 floor cleaners & 
29,231 hand cleaners 
February 1935 —.75,582 floor cleaners & 
22,872 hand cleaners 
January 1935 60,180 floor cleaners & 
18,744 hand cleaners 

Saturation, January 1935 — 9,880,299 

homes, or 48.1% of total wired homes. 


GAS ENGINE WASHERS 


In April, for the fourth consecutive 
month, sales of gas engine washers were 


ahead of last year. The following figures 
of the American Washing Machine Manu- 
facturers’ Association indicate an increase 
of 41.3% in sales of April 1935 compared 
with last April: 

APRIL 1935 19,322 gas engine Washers 


April 1934.13, 678 gas engine washers 

March 1935_..18,139 gas engine washers 

February 1935...13,758 gas engine washers 

January 1935... 9,959 gas engine washers 
IRONERS 


Reports of the American Washing Ma- 
chine Manufacturers Association reveal a 
12.4% advance in ironer sales in April 
1935 over April of last year: 


APRIL 1935 15,005 ironers 
April 1934 13,351 ironers 
March 1935 we 10,808 ironers 


February 1935 10,021 ironers 
January 1935 $,031 ironers 

As in the case of washing machines, 
prices at which these ironers retailed in 
April were unavailable at the time this 
issue went to press. ; 

Saturation, January 1935—905,000 homes, 
or 4.4% of total wired homes. 


WATER HEATERS 


Although the following water heater fig- 
ures, compiled by NEMA, represent the 
sales of but nine manufacturers in March 
and April 1935, as compared with 11 in 
the two similar months of 1934, an increase 
of 123% will be seen in sales of this March 
over last March and 95.2% in sales of this 
April over last: 


APRIL 1935 ...... 6,458 units, valued*at 
$312,611 

3,307 units, valued at 
$138,716 

MARCH 1935 ....4,715 units, valued at 
$226,149 

March 1934 2,110 at 

February 1935 ...... 2,700 units, valued at 
$129,362 

January 1935 ...... 2,384 units, valued at 
$106,209 


*Manufacturers’ not retail, value. 

These figures represent sales of storage 
water heaters, side-arm and auxiliary 
heaters, and accessories and parts. 


RANGES 
Range sales for April 1935 advanced 
59.3% ahead of April 1934, according to 
NEMA which reports the sales of 11 range 


manufacturers: 


APRIL 1935 ..... 23,062 ranges, valued*at 
$1,500,120 

April 1934 ...... 14,477 ranges, valued at 
$120,463 

March 1935 ..... 17,091 ranges, valued at 
$1,160,021 

eee 11,013 ranges, value at 
$716,846 

January 1935 .... 6,606 ranges, valued at 
$452,400 


*Manufacturers’, not retail, value. 
Saturation, January 1935—1,255,750, or 
6.1% of total wired homes. 


WASHERS 


April sales of electric washers, in num- 
ber of units, lagged 2.7% behind sales of 
April 1934—according to reports of the 
American Washing Machine Manufac- 
turers’ Association: 

APRIL 1935... 29,456 washers 
A pril 124,813 washers 
March 1935 121,604 washers 
February 1935 ve 99,246 washers 
January 1935 .. $0,143 washers 

Prices at which washing machines re- 
tailed in April were unavailable when 
this issue went to press. 

Saturation, January 1935 — 9,439,600 
homes, or 46.0% of total wired homes. 


I; outstanding 
Merchandise means sales 
then all Buyers must 


attend the 


NEW YORK 
HOUSEFURNISHING 
SHOW 


Housewares—China—Glass 


July 10th to 19th 
Hotel Pennsylvania 


America’s Foremost 


Trade Market 


*Attend the Show, it will 
mean saving weeks of 
searching for new items 


*Every type of Electrical 
Appliance will be ex- 
hibited 


*A tremendous buying 
power will be released 
next Fall 


*The consumer will then 
need, want and buy 
merchandise 


*The real merchandiser 
will be ready for this 
market 


*Smart buyers will be 
looking for up-to-date 
items 


*Don't forget the date. 
Write us for special re- 
duced fare Railroad 
Certificates 


New York Housewares 


Manufacturers Assn. 
(Incorporated Not for Profit) 


Secretary's Room 108A 
Hotel Pennsylvania, N.Y.C. 
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Model 131 
Retail Price 
$39.50 
ELECTRIC 
LIGHT— 
= 
— 
Model 122 
Retail Price 
$29.50 
Powerful 
Suction. 
3-Position 
Handle. 
The most 
efficient, 
a 4 durable, 
FREE ical ‘ 
HELPS 


IG 


The new, 
tijel, 
priced Cabin 
Type Mod: 


« AN, will that line go to town!” . . . “isn't that new 


cabinet job a beauty!” . . . “will that new wringer knock 
‘em cold!” . . . “we'll certainly go places with that line this year!” 

These were typical remarks when Speed Queen dealers first 
saw the 1935 Speed Queen line. 

All these predictions have come true. Speed Queen sales for 
the first 4 months are running way ahead of last year—and 1934 
was the biggest year in the 27-year history of the Barlow & 
Seelig Mfg. Co.! 

Here are some of the reasons why the 1935 Speed Queen line 
is “going to town.” 


(1) It is a lime that offers every necessary merchandising 
advantage from the standpoint of price, step-up and 
mark-up. 

(2) It is a line that is new, modern, and up-to-the-very-last- 
minute in style and beauty. : 

(3) It is a line that has exclusive construction features that 
are exclusive . . . features that are definitely superior 
and around which a logical, convincing sales story can 
be built. (See below.) 

If you are interested in strengthening your local position in the 
washer and ironer business with the assurance of increased profits 
—write us for the full Speed Queen-Simplex dealer proposition. 


The Speed Queen Line 
consists © po 

lectric =m 
and a 4-cycle Briggs & 
Stratton oline engine 
unit for bomes without 


No Other Washer Offers All 
These Important Features: 


tm addimen to 
colls, the safety bar 
simaliaccousiy disenga kes 


the powes and frees both roils. 


Top Opens Like Hinge 
Phot. here Shows compact 
design. Top can be 
open to clean folls, 
withew deager of aay pens 


ctting out of 
and closes as freely 
as a hinge. 


Push Downs To Close 
To dose wringer aad _ze-ap 
ply pressure, all that ts 
is to pres down top 
as shown here. Presare tc 


TRANS MISS © ith po ALLS rove sew Speed 
The simples and seramgest Bails tike a car of skysetaper. tet from clothes. 
Lansmission of amy By employing same attached po a solid 
Oversize gears and bearings. as 2 mixing Bowl, f Of, steel. No to 
Absolurely quiet. Packed im Queen hes work loose. Draic spout firmly 
clus fen poed boo }-shaped attached to f tb. Sceel 


cact. felt drive aot direct 


water action and highex wasb- 


ble walls keep water bog 40%. 


batety-Roll Wringer 


BARLOW & SEELIG MFG. CO. MDLEX RONER 


Ripon, Wisconsia 
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Ieelvimator is the exception! 


HERE is an exception to every rule and experience has proved 

to many a dealer that in the case of “putting all your eggs in one 
basket” Kelvinator is the exception. The dealer who standardizes on 
Kelvinator will find himself better equipped for profitable operation 
than if he tries to merchandise half a dozen lines. All the way through, 
his business is simplified—one resource, one service or- 
ganization, one kind of sales training. This concentration 
not only reduces costs, but makes for hard-hitting, aggres- 
sive tactics on the part of salesmen who do not have to 
spread their energies in handling competitive products. 
Kelvinator, in its complete line of more than 19 models, 


furnishes complete sales promotion plans covering every month 
of the year, building up activity around the product and the 
dealer’s store. 

Kelvinator is the oldest manufacturer of domestic electric refriger- 
ation and in all the years of its growth has been steadily strengthening 
its dealer position by strengthening dealers, It is because of 
this complete cooperation with dealers that the Kelvinator 
franchise has assumed unusual value in the electric 
refrigeration merchandising picture today. Kelvinator is 
leaving no stone unturned to maintain the value of the 


offers a size and a price to meet every requirement. 
Features that the public have approved have been incor- 
porated generously in Kelvinator’s models, The highest 
quality for the price is built into every model, and a 
value offered which will pile up good will. 

Kelvinator does not leave the dealer to work out his 
own destiny, once the product is in his hands, but 


Kelvinator franchise. Its future is assured with Kelvin- 
ator’s strong position in commercial refrigeration, with 
a new electric range, with oil burning equipment and 
with air conditioning coming rapidly to the fore. 

If you are interested in such a franchise, write for 
complete details ... KELVINATOR CORPORATION, 14250 
Plymouth Road, Detroit, Michigan. Factories also in 
London, Ontario, and London, England. 
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Automate Heating 
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